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/ NATIONALLY ADVERTISED The discriminating merchant offers his customers “wise” 
values. One of these is Washette Calf, a light weight 
washable calf leather, when used in the better grade shoes. 
Selling your discriminating customer who has $6.00, $7.50, 
$8.50, $10.50 or more to spend for footwear, is made easier 
when you point out that footwear made of Washette Calf 
Foot-aches were putting age requires only a touch of soap and water to remove dirt 
pn Me splashes and again the surface looks fresh, shiny and new. 
Point out, too, that after all the economy of quality is 

the best economy. 


Supplied in white for Southern resort, children’s and 
nurses’ footwear, also in modish colors for dress and 
sport, both for men and women. Has a fine grain, a tight 
break, a mellow glove-like comfort in wear, and is shape 
holding. 


Specify Washette Calf for several of your best Spring 
numbers. Swatches on request, also the interesting book- 
let “The Story of Leather.” 


Calf 14/8 leather heel. 
By The Selby Shoe Company 


No. 30,540, Christine model, Ohio 

Rust Washette Calf trimmed with 

Ohio No. 1583, Rust Embossed 
Portsmouth, Ohio 


f Vag — LIGHT WEIGHT 
Lal WASHABLE CALF 


OHIO LEATHER CO., GIRARD, OHIO 
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DALMA—one of the new spring styles. An 
\ open shank sandal, styled by Rysonele, in 
\ Black Silk Crepe, with piping of Silver Kid / 
\ and Rhinestone Buckle. / 
\ / 
\ / 
oat j 
4 HE new Rysonele spring line, now r ady, provides out- 
GMistandine styles and values for you and your customers. 





When you see this new line, you will see greater proof 
than ever of the fact that shoes “Styled by Rysonele” 
continue to offer the outstanding shoe fashions and 


values. 


In this new spring line, substantial cost reductions have 
been accomplished without deviating one iota from 
Rice-O’Neill’s fashionable styling and finest quality 
materials and workmanship. 

These new values bring Rysonele shoes within reach 


of a much greater proportion of your customers. Made to order only—5 weeks delivery. 
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B1027 


Black Kid 4-Eyelet Tie, Black Pin 
Seal Tongue, Black and White Java 
Underlay, 14/8 Leather Heel, 143 


Last. 
B1233 


Dark Brown Kid 4-Eyelet Tie, Prado 
Pin Seal Tongue, Brown and ite 


BBR coc ccscveces 6 —9 
YS Se eereer ee 5%—9 
Bee vicocsevsscces 5s —9 
B nccccccvccvcvee 4%-—9 
eee de deccenne 4—9 
DP ket cee sewese 4—9 


















Java Underlay, 14/8 Leather Heel, 143 
Last. 





MEET US Al CHICAGO 


N.S.R.A. CONVENTION - JAN.-4-5-6 
ROOMS 920 and 936 W. PALMER HOUSE 


PROFIT winPONTIACS 
[Péntiped] 
$6.00 to $7.50 


Business 


Builders 





1601 


Black Kid 3-Eyelet Tie, 14/8 
Slim Kidney Leather Heel, 
Uskide Top, 124 Last. 


2201 


Autumn Brown Kid 3-Eyelet 
Tie, 14/8 Slim Kidney Leath- 


B1032W 











B3026 
Black Kid 4-Eyelet Tie, 901 
Lizard Underlay, 15/8 Leather 
Heel, Uskide Top, 143 Last. , 


B3226 
Brown Kid 4-Eyelet Tie, 903 
Lizard Underlay, 15/8 Leather 
Heel, _ Top, 143 Last. 


fn REGO EK: 6 —9 
yo BS pepetaset: 5%—9 
| e.. cnneddeasies 4%—9 
ar ccs weseccaucae 4 —9 
es cnanveuente 4—9 
Be yc thcackeneaee 4%—9 


B3027 
Black Kid 4-Eyelet Tie, 901 Liz- 


ard Underlay, 13/8 Leather 
Wingfoot Heel. 
| a Se —10 
| SOc extra for sizes 9% and 10 








er Heel, Uskide Top, 124 Black Kid 4-Eyelet Tie, Black 
Last. Morocco Tongue, 901 Lizard Lace 
Y 7 ere _ Stay Insert, 16/8 Wood Cuban 
a Steveveutens 7 Heel, 139 Last. 
 eeereemeerenrer + 7 aR y TT OE ee 6 —9 
Re ees —10 BA once eeceeeees 5%—0 
De cin ccaey ces 4 —10 A ccccecccccccece 5 —9 
isi crncasancnes 4%— 9 B cece eeeeeeeees ae 
50c extra for sizes 9% and 10 cs. accveicnacamene 
a. 
j 
ARQUE- FP 
en sues 


$5.00 


Retailers 


B3025 
Black Kid 1 Strap Center 
Buckle, Black Calf Strap, 
15/8 Leather Heel, Uskide 
Top, Last 143. 





Put Ponti-peds to work for you. Let them help you increase 
your volume—at a profit. These shoes are quality-made 
through and through—modish patterns, latest styles. Many 
nationally known merchants are finding it profitable to fea- 
ture Ponti-peds. Why not you? A copy of our new In 
Stock catalog will be sent on request. 


PONTIAC SHOE MEG. CO. 


PONTIAC ILLINOIS 
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It’s the VALUE... 
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| white. 


+ a finish that permits the leather to be cleaned easily, as described in 





— and the plusses +++ that count 


LEVOR WHITE KID is world-choice raw 
stock, expertly tanned by specialists in white, into 
er that has texture of perfection. . . 


+ special processes that make the “absolute, sparkling white’? STAY 





Pp lus a leaflet (reproduced on the opposite page). 


+ free distribution of these leaflets to every manufacturer and retailer 
whose white shoes are made of LEVOR white grain leathers. A leaf- 
let packed with every pair helps the sale and promotes customer- 


satisfaction. 
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WHITE LEVOR GRAIN GOAT (Genuine White Kid) 











WHITE LEVOR GRAIN KID (Genuine Gbretta) 





LEVOR WHITE SUEDE (Genuine Kid) 














HOES with Armstrong’s Cork Box Toes never 

wrinkle nor lose their shape. Yet the toes are 
semi-soft and comfortable—yielding easily to every 
flex of the foot. The secret? Simply this! Forepart and 
sidewalls remain firm, while at the tip line, where 
toe and vamp meet, these toes are limber and flexible. 
When your shoes have Armstrong’s Box Toes you 
can tell your customers their feet don’t have to be 
pinched and chafed to be well shod. Soft-toed shoes 
are now just as stylish and shapely as others—and 
much more comfortable. You can get Armstrong’s 
Cork Box Toes in every type of shoe— 
sport or dress, wide toe or narrow. Next 
time you buy, specify them by name. For 


LIMBER, FLEXIBLE 
TOES FOR 
SPORT SHOES 


Ask for 


4 
feniee tiation ed mecca ARNIS TRONGS 


facturers using these box toes, 


Cork Company, 933 Arch 


write direct to Armstrong “@ CORK BOX TOES 


St., Lancaster, Pennsylvania. Product DETROIT 





ATLANTA 


. Boston . CxicaGco . CINCINNATI 
New York - PHILADELPHIA -_ St. Louis 
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NEEDN'T SAG 
NOR LOSE THEIR 
STYLISH SHAPE 





















































$555 Black Kid Corded Kangaroo Tip............ $4.50 








BANKER 


AA to EEE 


WR AGES sab cccececenccsercsscvcwececscus 50 
$56 Black sor with Arch Support Insole. . 4.85 
QO MEME Cosoccecepcecetesivsneucetcusiance 85 


COMBINATION 


AA to E 









See 


ORTHOPEDIC 


AA to E 







30 Tan Calf, Overweight Viscol Sole coos $3. 

Black Boarded Calf, — Vis ole.. 3.85 

70 Black Kid, Kang. 

$70 Same as above. hed nh “Support Insole........ 4.85 
K74 Heavy Black Kangaroo Viscol Sole 


POLICE SHOE 
No. il. 
AA t 

ll ee Calf Long 

Viscol- 

eg 7 overweight 

ar- 


double soles, 
Stormwelt 
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W. J. O’Rourke 
Penna. and Western N. Y. 
Representative for 
MUSEBECK SHOE COMPANY 
Danville, Illinois 


October 31, 1931 
Dear Mr. Musebeck: 


I have your letter of October 27th 
asking me why the Musebeck Shoe 
Company is getting increased busi- 
ness at this time from my territory. 


The answer is simply this: the 
Musebeck Shoe Company started in 
business with a definite policy and 
have stayed with it thereby gaining 
the confidence of the most promin- 
ent dealers throughout my territory. 
This is proven by the large percent- 
age of business we receive by mail. 


We have always made honest shoes, 
striving at all times to make them 
better. 


I believe that today dealers are 
looking for a line of shoes on which 
they can make a real profit and at 
the same time give exceptional value. 


With our fine dress oxfords which 
we are now showing for Spring, 
dealers are finding they can concen- 
trate exclusively on our shoes in a 
popular price grade and get results. 


A lot of business has come to me 
through one dealer recommending 
our line to another. I have averaged 
over one new account per week in 
this way in my territory since Jan- 
uary Ist, and in each case have made 
another satisfied customer and friend. 


Yours truly, 
W. J. O’Rourke 





QUALITY WINS 












CUSTOM 


AAA to E 





COR BD Cae a «de cinccncenccsecccscicssscctone $4.50 
067 Tan Calf 





OI Black Calf ......... 2. cccccccccccccccccccccs $4.50 
GOF TO GO occ ccccccvcccccccccccccccccee 4.60 







WALL STREET 
AAAA to B 


8014 Black - Arch Support Insole............- $4.85 
C8 BNE COE ov ccccccnccscconseeorescecouces 4.50 
Coe | ere eerie iret ci 4.60 

4) U-OXFORDS 

$04 Black Calf Arch Support Insole.............. $4.85 
CE EEE savcvsvecededsvcceosarsecandente 4.85 
CE PON ic 6 ccecidns dccctvesasdededoderscece 4.50 


COMBINATION 


AtoE 


060 Black Kid, Kang. Tips.............+.s00++ $4.50 
$060 Same as above, Arch Support Insole........ 4.85 





BANKER 


AA to E 






056 Black Kid 


$056 Black Kid, Arch Support Insole. 
046 Brown Kid 


BROUWER 
RESEARCH 
No. 100 


AA to E 








0170 om MD ce cccvicccucdecquncaeuceedeaueres $4.58 
GE I AON bndvcet Kekécccdeakeunducesecss 4.85 
$0170 Black. Kid, Arch Support Innersole......... 4.85 





GOATS! 


From Algiers, where outposts of the Foreign 

& Legion drill under a vivid cobalt sky... 
from South America... Brazil... the 

back country of Argentine, where the small store 
keeper, the almacenero, barters with the natives... 
from Macedonia ...from China...from_ every 
far flung Continent and country, goatskins contin- 
ually stream into this United States. 50,000,000 skins 
a year, imported here from every corner of the world. 
And in this country, with Philadelphia, Pennsyl- 
vania, as the center of the industry, these skins are 











hiss? 
LEATHER 


Block and colored glazed kid for outside stock 
and linings (also genuine Kangaroo) con be 
obtained from Surpass in any grade 
and of standard unvarying quality 





CON- 
TINENT! 


tanned into glazed Kid, the beautiful modern form 
of a leather that the world has prized for thousands 
of years. 

Our buying organization is tuned to bring to us a 
careful, hand-selection of the finest skins. Our 
grading of the finished product is standardized and 
always uniform. And it is this fact of our consistent 
uniformity of grading, made possible by the careful 
selection of raw materials and the power of 
our size and experience, that has made Surpass 
Glazed Kid appeal to so many shoe manufacturers. 


PASS. 









COMPANY 


9th & Westmoreland Sts., Phila. 
New York Boston Chieogo 
Cincinnatti St. louis London (England) 
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The season's line of this 
distinguished walking shoe 
offers an exceptional choice 
of classically-smart designs 
and novelty effects, super- 
lative in style and grace. 
At the new price range, 
TRAVELESE now pro- 
vides a sales opportunity 
never before approached 
in this fine footwear. 





concerning 


TRAVELESE 


REGISTERED 


As a stimulant to further increase your sales of 
TRAVELESE we announce a radical price reduction 
on the full TRAVELESE line—Kids, Fabrics, Calfs, 
Buckskins, Ooze. 


The same original and distinctive styling—the same 
quality materials and trimmings—the same superior 
craftsmanship and designing— but, at present-day 
new prices that will influence a marked preference 


for Laird-Schober TRAVELESE by your 


exacting clientele. 


You will surely be interested—from a sales standpoint 
—in obtaining full information regarding this price re- 


duction—which we will gladly furnish at your request. 








PHILADELPHIA * MARKET at 22nd STREET 
NEW YORK * 535 FIFTH AVENUE at 44th STREET 
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America’s finest stores recog- 
nize that the NEW BALL-BAND 
Satin-Finish Galoshes and Rubbers 
are above competition from “jobs” 
and “distress merchandise.” 





@ 
heel tine The exquisite Satin-Finish, the | 
Pi garam: all perfect tailoring, the beautiful lasts, 
Seo Catalog Pages 36 end 87 and the trim way they stand up, are 


exclusive features that enthuse 
salesmen and display men. 


Women are charmed by the ex- 
tremely light weight, the exception- 
ally smart fit at the instep, the look 
and the feel. of quality—and gladly 
pay a price that means a better 
margin of profit. 


All these exceptional features sell 
the Indiana line easily—and sell it 
early. Early sales mean early prof- 
its and sure profits. 


As a stimulant for early sales and 
for a new level of profits, you 
should investigate this NEW 
Satin-Finish. Your order or a re- 
quest for our Catalog will be wel- 
comed. P | 


Mishawaka Rubber & Woolen Mfg. Co. 
280 Water St., Mishawaka, Indiana 


New England and Greater New York dealers may address 
Dunham Bros. Co., Dept. A., Brattleboro, Vermont 


BALL-BAND 


Galoshes—Rubbers—T ennis—Etc.—with the Red Ball Trade-Mark 
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Next Week 
You Will Find 


in “The Recorder” 


Inventories—and Inventories 


yer can take your inventory to fool 
yourself! 

You can take it hoping to fool some- 
one else! 

Or you can take it so that it will 
tell you the truth! 

If a merchant’s statement shows a 
profit and that profit is in dollars in 
the bank, it represents real worth. If 
the statement shows a profit and that 
profit is all in shoes on the shelf, then 
he is showing not a real worth but 
only a speculative worth. The real 
value of merchandise is only what the 
public will pay for it. There are three 
parts to consider: 


1.Inventory can be taken with the 
deliberate purpose of making a 
good showing. 


2. It can be taken in the usual way, 
listing all items as marked, with- 
out any attempt to inflate or de- 
flate the values. 


3.It can be taken with the idea of 
eliminating as much as possible of 
the speculative element and charg- 
ing all prospective losses against 
the year that is closing. 


We will recommend in the month of 
December that all merchants take in- 
ventory with truth as a measuring stick 
so that the New Year may be started 
from a sound base. 


BOOT AND SHOE 
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with which is combined The Shoe Retailer 
Division of United Business Publishers, Inc. 
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IN NEWSPAPERS 


X 


MARKS THE SPOT 
WHERE THE BODY 
WAS FOUND 


cA 








— 


—— 


IN THIS AD 


X 


stands for 


X 


TRA 


X 


MAS 
profits for all 
Hill customers. 















* 
THE 


X 
CEPTIONALLY 
high quality of 

Hill Shoes 
having been 


X 


TENDED 


to new heights, 
lower costs enable 


us to announce lower 
prices. 


* 
Let us suggest that you 
X 
AMINE 
this line and marvel that these 


men’s five dollar retailers can 
now be bought for 


$3.25 


less usual discounts. 











X 
CUSE 
us if we seem a little 





about the prospect of bigger 
profits for our customers 


BUT — 


this seems to us like a mighty 
fine way to say 


MERRY 
x 
MAS 


to our many friends. 


HILL BROS. CO. 
HUDSON, MASS. 
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The VOICE of the TRADE 


The surprise shoe 


of the show was the Gandhi 
Sandal.” What upper it had was 
next to nothing at all, with visible 
toes, open shank and a cord at the 
heel. The sandal had two wide 
bands meeting over the vamp— 
bunion bandeau and ornamented 
with a miniature gold safety pin. 
It capitalized the news and was in 
the spirit of “the less, the better.” 





Naturally, the new Mahatma style 
came in for the current comment 
that “If this depression continues, 
Gandhi will be the model well- 
. dressed man in 732.” 


* * * 


J. V. Lobell 


president of the Cavalier Corpo- 
ration, Baltimore, Md., has just 
returned from a five weeks’ trip 
through the South and says: 
“The things most striking to me 
in many of these cities were that 
during the depression so many 
dealers had wandered away from 
their ideals which had originally 
placed them in the shoe business. 
The depression made them feel that 
people wanted cheaper merchan- 
dise and the result was that they 
purchased sub-standard lines, thus 
bringing about a rake-down all 
along the line. When I asked the 


merchants who were lowering their 
grades what the reaction would 
be of those merchants who were 
already selling lower-priced shoes, 
they were in a quandary.” 


Boot AND SHOE RECORDER 


Herbert R. Garside, 
president of A. Garside & Sons, 
Long Island City, New York, dis- 
covered a call in Boston for the 
“Garside Oxford” translated into 
a man’s shoe. One call led to an- 
other until a few dozen pairs of 
men’s shoes were tested at retail. 
Further encouragement came when 
Herbert Garside overheard a 
stranger inquire: “You'll excuse 
me, but I like the looks of the 
shoes you are wearing. Please tell 
me where you got them?” 

Today’s result is a Garside shoe 
for men purposely kept high in 
quality and price and its sponsor 
restrains sales to insure careful 
selection. No change seems 
greater than for the traditionally 
feminine shoemaking house of 
Garside to attempt new craftsman- 
ship in men’s shoes. 


* * * 





ates SHOE MAN—AND Zy 
we 


M. A. Condon, 


vice-president of James F. Con- 
don & Sons of Charleston, S. C., 
in addition to being an N.S.R.A. 
director, and operating a splendid 
shoe business, assumes the duties 
of chairman of the Port Utilities 
Commission of his city and while 
in New York had several con- 
ferences with executives of the 
National City Bank about matters 
relating to the city and port. Matt 
is a director in the Atlantic Na- 
tional Bank of Charleston. Shoe 
men in many communities spread 
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their activities to include civic in- 
terests which often indirectly 
prove to be good business in busi- 


ness. 
* 


hi F. James, 


vice-president of Brown Shoe Co., 
and director of sales, looks for 
stocks of retail merchants to be in 
splendid condition on Jan. 1. 

‘Between now and the first of 
January” he said, “merchants 
should make every effort to reduce 
their stocks to a minimum—so as 
to go into 1932 with an inven- 
tory that will not handicap Easter 
buying plans.” 


* ok * 





No bottom to shoe 





as is evidenced by Fred A. 


prices 
Gannon, rambling among Essex 
County (Massachusetts) shoe 


trade last Summerish Saturday and 
finding a little factory reported to 
be making women’s novelty Mc- 
Kays at 75c. a pair and a discount 
off that price. He found the plant 
running overtime. The manager 
was absent so he couldn’t verify 
the report of the low price. 

Bottom, where is thy base? 
Around the show—the lowest 
price was encountered when a 
manufacturer in desperation said, 
“well, I'll give you a hundred pairs 
for nothing”. The buyer replied, 
“how about the customary dis- 
count ?” 






Every show has 


its particular itch. In last week’s 
Manufacturers’ Show, held in 
New York, the corridors were 
filled with salesmen wanting to 
sell material to manufacturers, 
while manufacturers were wanting 
to sell the finished shoes to buy- 
ers. It was the first opportunity 
many of these supply salesmen 
had of contacting factory princi- 
pals over the heads of factory 
purchasing agents and superin- 
tendents. They rode their oppor- 
tunity for a “fare-ye-well.” They 
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would breeze into a sample room 
and say: “Who’s the boss around 
here? I’ve got the finest slipper 
binding, and you ought to see it.” 
Others would fill up the room with 
clouds of smoke, sport their 
derbies on the back of their heads 
and “butt into conversation.” 
They didn’t know enough to 
“duck” when a customer came in. 
They even interfered with orders 
in the making for they would 
show a shoe trimming against a 
manufacturer’s sample and sug- 
gest its inclusion in the order. It 
was poor taste in its worst form. 


* * * 


i. giving advice 
to a young man starting in a shoe 
store, a merchant said: “Young 
man be diligent. Work eight 
hours a day and don’t worry. 
Then you will become boss your- 
self—when you can work sixteen 
hours a day and worry for the 
whole shop.” 


S— THE GANG CHIPPED IN 
oe FOR Your, 








The same man had a shoe fitter 
apply to him for a raise. The boss 
fixed this man with his eagle eye 
and said: “Raise? In these hard 
times! No. sir! But if you don’t 
look out and pay closer attention 
to your work, we'll make you a 
member of the firm.” 











Talk of the Trade at the Big Show 
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gleaned at Manufacturers’ Con- 
vention. John Holden, one of a 
curious crowd, experiencing the 
same sensation hundreds had when 
he was perched high upon the plat- 
form at the last Styles Conference 
. . . Sol Katz, buyer, Fair Store, 
Chicago, and supervising buyer 
Krésge Department Stores . . 
J. Nathan of Block & Kuhl in 
P-E-O-R-I-A and eight other 
towns keeps the press table in 
high spirits . . . Julian & Kokenge 
steal the lobby show with a female 
robot limner that writes, draws or 
what have you, on a large bulletin, 
the best crowd stopper in the hotel 
. . Harry Fontius answers op- 
timistically every few minutes 
about business in Denver . . . out 
West where men are men and even 
though business could be better 
they take it on the chin standing 


up . . . what manufacturer 
dubbed Wall Street “the blue 
grotto?” . . . Whisperings of a cut 


in price on a nationally advertised 
line of shoes, the middle of Feb- 
ruary . . . (if you must know a 
man’s line) Harold Volk of Volk 
Bros., Dallas, together with Bill 
Harris of Washer Bros., Fort 
Worthy, ballyhooing (not the 
magazine) the Oklahoma-Texas 
Shoe Retailers Convention week 
of January 24... . John A. Bush, 
skipper of the ship of Brown Shoe 
Co., thrilled at the performance of 
Katherine Cornell in “The Barretts 
of Wimpole Street” . Paul 
M. Seigel and Harry Silver from 
O. & G. Chicago, Paul being be- 
sieged by salesmen . . . every two 
weeks finds him in New York, the 
swift pace of style demands his 
presence on the sidewalks of New 
York that often, sez he . . . The 
“Millerites’ Sunday night party 
was the “take-off” for the manu- 
facturers display, meeting and 
buying event . . . George Miller 
developing a terriffic muscle in his 
right arm from felicitators . 

Barney Solar, taking the bows and 
cementing fast friendships with his 
guests, Messrs. Hinze, Culp, Nem- 


zek and Shutt from the DuPont 
Company . . . ask Irving Miller 
how he and Harry Richman, M. C., 
are distantly related . . . Max 
Sommer of Sommer & Kauff- 
man, San Francisco, here for a 
few weeks’ visit and wearing a felt 
hat that hid most of his face. . . 
was it to avoid salesmen or be- 
cause a leading shoe magazine 
published his uncle’s picture with 
a story he wrote . . . Max prom- 
ising every one he’d give their line 
the double O. O. . . . Roy S. 
Harston of Mound City Shoe Co., 
taking a fatherly pride in the spe- 
cial display of Violet-Ray shoes 
on the mezzanine . . . The four 
horsemen of the May department 
stores, Mike Rice, Joe Menko, 
Ferguson and Max Lackner, mak- 
ing a complete canvass of the dis- 
play . . . a get-together of this 
group of shoe buyers at Cleveland 
takes place immediately following 
the show . . ask Mike Rice 
about the new $3.94, upstairs de- 
partment, just opened and did it 
go over . . . the other stores will 
establish similar departments (1 
better shut my big mouth) . . . 
E. H. Bickel of Capitol Shoemak- 
ers, Fleener, of Blue Ribbon Shoe- 
makers, Gus Berglund of United 
Shoe Company and R. S. Harston 
of Mound City Shoe Company 
rushing to 711 Fifth Avenue (if 
you don’t know, it’s N.B.C.) to 
rub elbows with the “mikes” and 
listen to the ether program and 
later to meet Len Joy orchestra 
leader . . . and did they like the 
new program . . . Julius Gold- 
berg at the Waldorf for a day 
previous to his sailing for a three 
weeks’ visit in Paris . . and 
after a breathless rush to the 
Fifty-ninth Street Pier, Brooklyn, 
to see him sail at midnight, they 
jerk the gangplank from under my 
feet . . . did I feel silly when the 
officials snapped their fingers at 
my police card . . . have a care, 
have a care. . . Morris M. Nan- 
kin of Cowan & Nankin, five 
stores in Miami, singing high 
praises for the show, timed ideally 
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. . he sez sandals, sandals and 
more SANDALS . M. A. 
Mittleman of Detroit, reporting 
one of their five stores making 
sharp gains . . . also being highly 
pleased with an appointment of 
chairmanship to something or an- 
other at the N.S.R.A. convention 
in January, John O’Connor con- 
cluding his note by refusing to ac- 
cept a “No” . . . what successful 
basement buyer associated many 
years with which department store, 
retires on Jan. 1... J. F. Jar- 
man and Salesmanager Wemyss 
of the Jarman Shoe Co., selling the 
new promotion idea “Shoe Shame” 
behind the Jarman line . . . missed, 
perhaps more than any one indi- 
vidual, was the late John McKeon 
and many stopped to express to 
Laird Schober their deep personal 
feelings for a fine friend . . 
Harry Gibson galloping from the 
Golden Gate, the same bundle of 
energy, greeting old friends at the 
banquet . . . Jimmy Lyons, Sur- 
pass Leather Co., Enna-Jettickly 
describing to Fred Emerson and 
Buford Jones in the lobby, his four 
years’ sensation spent one morn- 
ing recently at Auburn, N. Y., 
when he made a third-minute flight 
in the Enna-Jettick blimp . 
the only word he could remember 
was spelled G-R-O-U-N-D . 
Frank A. Garside, new chairman of 
the joint styles conference, has big 
enough shoulders to carry all the 
responsibilities of that task with a 
surplus to do a good job of selling 
his own line . Al. Pauly’s, 
Stix, Baer & Fuller formula for 
the proper ingredients in the mak- 
ing of a merchandise manager 
proved to be one of the classics of 
the show .. . Fred Marx, Moore 
Shoe Co., jubilant over the recent 
association with their company of 
W. H. Bain, well-known St. Louis 
shoemaker . . . Mark Edison of 
Edison Bros., busier than ever 

. the new Leed‘s $3.95 chain 
on the Pacific Coast will require a 
lot of shoes . . . A. Cohen, base- 
ment buyer, May Company, Balti- 
more, predicts a new deal in base- 
ment departments, elimination of 
sale tables, more service, shoes sold 
from boxes and increased effi- 
ciency supported by better store 
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for his selection of resort shoes 





appearance announcement 
of the date-is undecided, that will 
introduce a new lower priced line 
of men’s shoes by the maker of an 
old nationally known line of high- 
priced shoes . . . Jim Stone, sec- 
retary-manager N.S.R.A., enthu- 
siastic over the response to the 
January Convention—Manny To- 
bias holding open house, banquet 
night attracted an array of buyers 
from everywhere . . . it was here 
that we had our first triple sight 
of Will and George Geuting and 
Maurice Yoskin . . . Jimmy Jones 
of Rice-O’Neil Shoe Co., one 
of the two directors from the 
St. Louis market . . . John Slater 
and Milton Harper interest in the 
entertainment program which fol- 
lowed the manufacturers’ banquet 
Arthur Ebbs doing the 

Jimmy Walker honors welcoming 
this group, visiting here, there and 
everywhere but adding to the so- 
cial spirit in company with Dom- 
inic LaValle and Dan Howard 
. . Everyone congratulating 
President Roger Selby for elimi- 
nating speeches at the banquet 
Herbert Garside expresses some 
important fundamentals about 
manufacturing costs . . . Harold 
Williams of Bergdorf-Goodman 
and Bill Ahern (no kid, he runs 
the Coast Shoe Reporter, a shoe 
paper) recall the dinner at Har- 
old’s home when Bill (who never 
eats dessert) ate three pieces of 





pumpkin pie and upon being driv- 
en through the Holland tunnel at 
breakneck speed the pie turned to 
molasses candy . Certainly, 
Jesse Adler was there . . . Al. 
Day, general manager of Fyfe’s, 
Detroit, in serious discussion with 
Will Geuting . . . Frank Bush of 
Wetherby-Kayser, Louis Maupin 
of Robinson’s and A. B. Young 
were some of the native son con- 
tingent from Los Angeles . 

Morris Wolock of Chicago, to- 
gether with Harry Johansen, 
Harry Jr., Curt Wolfelt and Mrs. 
Harry, sitting through an hour of 
Eddie Cantor’s broadcast in the 
N.B.C. studio . . . and then Mor- 
ris piloting the party to one of 
those swellelegant places in the 
West Fifities where, of all people 
who should be there, but Richard 
Arlen and his crew of pigskin 
huskies who helped make “Touch- 
down” the football picture of the 
year . . . and Mrs. Harry being 
mistaken for a Hollywood, not 
star, but an entire comet . 

they are telling of one of the lead- 
ing style manufacturers who prop- 
ositioned one of the, in fact the 
smart shop above the Macy and 
Dixon line (not Sak’s-Fifth Ave- 
nue), agreeing to take over the 
shoe department, lock, stock and 
barrel, and barrel, stock and lock, 
with a guarantee of, your arithme- 
tic should go so high, a year, if 
they would promote his line. 








DESIGNED BY COUNT CZHRICH , IT EXPRESSES THE wiILD 


ABANDON OF THE SURF AT WAIKIKI ~~~ MADE OF 


ALLIGATOR AND KANGAROO TO CARRY OUT STILL 
FURTHER THE DESIGNERS THEME OF ADVENTURE 
PICTURE IF YOU WILL, THE CRASHING OF GUNS 


IN THE SILENT JUNGLES OF BORNEO, f 
THE VIBRANT WHIRRS OF THE 

DREAD BOOMERANG ON THE 4 « a) 

IMMENSE VELOTS OF AUSTRALIA- |f 
—AND THE HEEL -MAN 

HERE'S A STORY THE LIKE 
OF WHICH —~—_ - 








{ BEG YOUR PARDON, BuT 
WOULD You MIND TELLING 
ME WHETHER OR NOT iTS 
A WARM SHOE 2 


yrs 











Why Not Sell the Obvious? 


combining THE SHOE RETAILER, Nov. 28, 1931 13 















Manufacturers’ “Open-Show” Starts Season 


Held at Cross-Roads of Style and Price and 
Now Points Profitably in Merchants’ Direction 


a and their salesmen, 
for the first time, had an opportunity in “their own 
open show,” to display complete and balanced lines 
of footwear for Spring and Summer. For five days 
the doors were wide open in welcome to buyers and 
men of the industry. The week was not expected to 
land a volume of orders but in many individual cases 
it did. Collectively the manufacturers wanted the 
opportunity of opening “their season.” The week can 
be said to have been a great success. 

The average price-base on all shoes was set at a 
figure that necessitates a high and continuing level of 
production. If the manufacturing industry can get 
the orders at the low prices, they will just about 
break even—with a minimum of profit. There is no 
margin of safety in the prices as set, so that any 
reduction in production will throw the entire ma- 
chinery of manufacture out of line. 

There have never been neater shoes, more new 


ideas in shoemaking and more consideration of mer- 
chants’ problems. It was inspection week. 


As one shoe manufacturer put it: “Plenty of 
lookers, plenty of promises but with weather as it 
is and people still wearing August and September 
shoes, it’s hardly to be expected that a rush of or- 
ders for next season’s commitments would mate- 
rialize.” 

Another one said: “If I get all I am promised, I 
will be allocating production by January.” 

Another manufacturer stated: “You can’t judge 
the bitterness of medicine by the way a proud man 
takes it. I am starving for business but I can’t 
afford to take it at a loss if I am to survive.” 


The show was a very healthy demonstration of the 
new spirit in industry. The rooms were sample 
rooms in name and in deed, and workrooms, in fact. 

There was a minimum of entertainment and of 
models; it was a serious undertaking. It was the 
friendliest show that industry has staged. It had no 
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ballyhoo, no runway, practically no booze, but it had 
plenty of good, new shoes. It was the right sort of 
a tonic at this time. 

For a show, it had many inconsistencies. Some 
factories took orders on mid-Summer sandals and 
obtained no cutting for regular and staple shoes. ‘It 
was a very helpful show, to Southern and Pacific 
Coast merchants who must of necessity, because of 
climate, get new and pretty shoes for late December 
Southern resort showing. 

In each grade of shoes there was a struggle to find 
price lines that would please merchants who must 
make a profit. 

Because this is the friendliest industry in America, 
the great social night—the 28th annual banquet of the 
association—was the high peak, with 839 men present. 
A late banquet, no speech making and a superb 
theatrical divertisement. 

Then tents were folded and the departing guests 
were speeded on their way in a frame of mind whole- 
some and hopeful toward a new and better year in 1932. 


"ie attempt to analyze the 


effects and accomplishments of the show is a difficult 
task. So far as the booking of actual Spring orders 
to fill up the factories during the usual December 
slump, the show probably failed to accomplish a great 
deal. Orders were booked, some sizable orders were 
placed, in fact, but their total probably was insufficient 
to make much of an impression on the production 
curves. 

However, exhibitors, in most cases, asserted that 
they did not comé to the show with the expectation of 
booking any sizable amount of business but to contact 
new accounts and to show old customers the line for 
the new season in order to help the latter in making 
up their minds when they are ready to place orders. 
To this extent the show was highly successful Many 
retailers interviewed during the five days at the Com- 
modore expressed the opinion that the show had clari- 

. fied their own ideas of prices, colors, patterns and 
styles in general for the coming Spring and Summer 
season. 

Price was the subject of considerable discussion in 
the corridors. It was a particularly live topic of con- 
versation in the rooms on the eighth floor where the 
Brooklyn manufacturers were grouped. General com- 
ment ran to the effect that Brooklyn, as a whole, has 
gone a considerable distance toward getting high 
quality shoes down to a price that will be more ap- 
pealing to the retailers’ customers. Two or three 


lines were singled out by visiting buyers as offering 
“good buys.” 

If the prime object of the show was to get buyers, 
both large and small to actually look at lines of shoes, 
that object was attained. No definite check can be 
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Officially a Success, Show Achieved 
Its Objectives 
ee peat is certainly going to have an influence 


upon early buying,” says President Roger A. Selby, of 
the National Boot and Shoe Manufacturers Association. 


And he further emphasizes: “No excuse can now be 
offered that styles have not been set for Spring. The 
manufacturing industry has presented its new models, 
has tested its price levels and has prepared the way for 
a more orderly continuance of business. The show 
indicates that shoes can be displayed properly by organ- 
izing every effort to make the presentation simple and 
direct, without waste and confusion. Every showroom 
was ready, sample tables arranged, signs in their proper 
place and practically every reservation completed, be- 
fore the show actually opened. 

“It was a show based on good business procedure and 
has served its purpose well. The co-operation of buyers 
from all parts of the country, has been much appreciated 
by the manufacturers. In the First National Seasonal 
Opening and Display Week, we can truthfully say that 
we achieved our objectives.” 





made on the actual number of buyers who visited 
the show, since many of them failed to register, but 
practically every large and important retail outlet in 
the country was represented, either directly or in- 
directly. 

A composite picture of the women’s style shoes 
displayed would lean strongly toward the much cut 
out sandal—a type that was displayed in sports, street 
and evening shoes. Active sports oxfords in many 
cases resorted to elaborate cut outs which were filled 
in with mesh fabrics or woven leather. Probably the 
outstanding shoe in the sport or semi-sports class was 
the unlined ghillie oxford, which was to be found in 
many lines and in all price ranges. 


, and active sport shoes 
for the resort season were developed in white 
buck with tan, black or colored trims, many with 
the solid leather heel and many with rubber or 
composition soles. Yellow antelope was seen in a 
number of high priced lines, presumably based on 
the correlation between the yellow chamois gloves, 
which are sponsored for Palm Beach and similar 
wear and the shoe. 

While novelty leathers were shown in a number of 
important lines, they seemed to be subjugated to the 
staple leathers, the latter worked into combinations 
and lines giving new effects. Fabrics, particularly 
meshes, were given places of prominence in all lines. 
Several new fabrics were exploited, among them cor- 
duroy, which has attained considerable vogue as a 
dress and suit fabric. 

[TURN TO PAGE 58, PLEASE] 
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Mid-Season Price Madness 


Hold to a “Regular” Atmosphere in Regular Times 
—A Survey Extending from Maine to Miami 


Vv 


- since man was invented one 
of his chief joys in life has been the pleasure of visit- 
ing with other men. 

But the shoe man, poor fellow, is different. He is 
so tied down, each to his own business, that he lacks 
the opportunity to call upon others in his own line of 
business, to sit down and talk over his little daily 
problems and see how the other fellow solves them. 

But let’s do just that thing today. Let’s take a 
swing around a half dozen shoe stores and ask each 
merchant the same question, something like this: 

“In the middle of every Fall season—right now, for 
instance—you no doubt find a few styles that have 
not moved as they should. 

“Suppose you decide to reduce the price on those 
styles, is it your policy to make the reduced price a 
‘regular’ sounding figure or a ‘special’ price? 

“In other words, would you reduce a $10.00 shoe 
to $8.00 in order to maintain the ‘regular’ atmosphere 
of the store during ‘regular’ selling times? Or dc 
you make the reduced price $7.95 in order to create 
a ‘special’ atmosphere for the time being, which will 
focus attention on the styles you are anxious to sell ? 
Odd or even, that’s the question. 

“Of course we are not referring at all to the usual 
clearance seasons, January and July, but to your mid- 
season selling policy.” 


Florida should be a good place 


to begin our visit and here we get some good common 
sense from Max M. Nankin, vice-president of the 
COWEN-NANKIN SHOE STORES, INC., of 
Miami. 

“Whenever we have occasion to reduce a price dur- 
ing our regular selling season,’ Mr. Nankin informs 
us, “we find it is much better to make the reduced 
price an even figure such as $6.00, $7.50 or whatever 
our price line may be. We then kindle the salesmen’s 
enthusiasm and get them to work on these shoes. 

“Advertising odd prices in mid-season creates a feel- 
ing that something unusual is being offered. People 
begin looking forward to these special prices instead 
of buying at regular prices. Thus the good will of 
the store suffers and the use of odd prices gives the 
impression that the store is continually ‘sale-ing.’ 
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“For that same reason, if we have any shoes left 
over from our January or annual sale we find it bet- 
ter to re-mark them to their original prices or even 
to lower prices, always using even figures.” 

On our way North we stop in and shake hands 
with C. D. Griffin, of the ROSCOE-GRIFFIN 
SHOE CO., at Raleigh, N. C. We find his senti- 
ments are quite the same, as follows: 

“We try to hold prices up during the profitable sea- 
son for we find that advertising specials then has a 
tendency to create the impression of a sale, and we 
try to keep the buying public’s mind off sales except 
at sale periods. 

“When a shoe does not move we cut the price and 
push it, but do not advertise it as a special.” 


J umping over to Washington, D. C. 
we find much the same policy favored by H. J. Rich, 
of B. RICH’S SONS. 

Mr. Rich says, “We have made it a distinct policy 
not to use odd prices except in our sale seasons, July 
and January. Nor do we mark any shoes during the 
season below our regular price ranges. 

“For instance, we may drop a $12.50 shoe to $10.50 
or a $10.50 shoe to $8.50. But if the $8.50 shoes de 
not sell, we will not drop below that price until sale 
season. 

“There is one exception to this rule. We use the 
Washington Shopping News and have a front page 
once a week on which we use an odd price. This, 
however, is one item from our regular stock which 
we want to move or a special merchandise feature.” 

Journeying on up to Lansing Mich., we find an- 
other “regular” fellow in the person of J. H. Burton, 
of BURTON’S WALK-OVER SHOP. He, too, 
finds it advisable to stick to “even” prices during the 
regular season. 

“We feel,” says he, “that we better maintain the 
‘quality’ atmosphere by keeping our prices regular 
except at clearance sale times.” 

There is one thought running through the remarks 
of all these men. It might be expressed this way: 
The buying public has been educated to expect a sale 
atmosphere and odd prices during January and July. 

When a store conforms to that habit its prestige is 
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“Advertising odd prices in mid-season cre- 
ates a feeling that something unusual is being 
offered. People begin looking forward to 
these special prices instead of buying at reg- 
ular prices. Thus the good will of the store 
suffers and the use of odd prices gives the 
impression that the store is continually ‘sale- 
ing.’ ”’-—Max M. Nankin, COWEN-NANKIN 
SHOE STORES, Inc., Miami, Fla. 


“We have made it a distinct policy not to 
use odd prices except in our sale seasons, July 
and January. . . . There is one exception to 
this rule. We use the ‘Washington Shopping 
News’ and have a front page once a week on 
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which we use an odd price.”—H. J. Rich, B. 
Rich’s Sons, Washington, D. C. 


“It all depends upon the condition of the 
lot of shoes we are marking down.”—Homer 
a ‘Waddell, SMART & WADDELL, Marion, 

io. 





“When our shoes come in they are marked 
from $7.50 to $10.00. Around the middle of 
November if we find some numbers have not 
sold as they should have, we advertise specials 
on these at an odd price such as $5.85 or 
$7.85.” Then, along with these, we often 
run some numbers that have become badly 
broken in sizes. In this way we work out a 
good deal of stock that would quite likely have 
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to be priced lower at the next regular sale 
period.”"—John W. Rodgers, Jr., GERHART 
SHOE CO., Bloomington, Ill. 


“It is our policy to maintain regular prices 
except during the sale periods. We have 
made a few departures from this policy in re- 
cent years by selecting some particular style 
that we thought ought to be moved quickly 
and running it as a special. We then used 
an odd price to distinguish it from regular 
stock. But our experience was that, in order 
to put it over, we had to make .an extremely 
low price. Even then, if it was a style that 
didn’t click, the low price wouldn’t move it.” 
—Albert W. Hutchinson, HUTCHINSON’S 
WALK-OVER SHOE STORE, Portland, Me. 
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not lowered. On the contrary, it is only doing what 
its customers expect of it. There is no harm in ex- 
posing its “mistakes” to public view then. 

But during the regular selling season it is poor pol- 
icy to remind people of those “mistakes.” Shoes that 
need pushing should be forced by internal methods, 
price reductions, P.M.’s and special attention by the 
sales force. 


The windows and the advertising 
should have a “regular” atmosphere, showing what 
is most in demand. This ’regular” atmosphere has 
been hard to maintain during the past two years, but 
there are many indications that shoe merchants are 
making every effort to get back to “regular” this Fall. 

But come now, let’s get on with our visiting. 
Hurrying down to Marion, Ohio, we get some worth- 
while ideas from a good merchant there who says, 
“It all depends upon the condition of the lot of shoes 
we are marking down.” This man is Homer R. Wad- 
dell, of SMART & WADDELL. 
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“For instance,” he continues, “if it is a large lot, 
with an almost complete size run, we usually mark it 
to an even figure. We do not think it a good policy 
to give too much of a sale atmosphere to a compara- 
tively new lot with a good size run. 

“In case the lot is a short one, we put an odd price 
on it and tell the customer the reason for the cut is 
that the size run is broken. We do this even though 
we make this price reduction in mid-season. 

“Of course we always use odd figures at sale time. 
Then when the sale is over our size runs are so badly 
broken that we just leave the odd prices on until they 
are closed out. 

“We seldom mark any of these lots back to their 
original price unless the shoe is a good one with a 
fair run of sizes. However, such a shoe is seldom 
offered in the sale in the first place. We find our plan 
has been very successful in keeping our stock clean.” 

But when we arrived at Bloomington, IIl., we hear 
a different viewpoint injected into the argument by 
[TURN TO PAGE 60, PLEASE] 
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Cold Feet Will Need Warm 






















Pictured on This Page, Reading 
Down 


Felt boot with a two-buckle all-rubber 
over shoe. The farmer's standby. 


Tan elk leather top sporting boot having 
a vulcanized crepe sole and rubber vamp. 


Left, short rubber boot with three 
buckles and strap, heavy red sole. Truck 
drivers special. 


Right, Four buckle heavy galosh. Often 
worn with heavy long woolen socks. 


Time to Start Promotion to Step Up 
Sales Volume on Winter Specialties 


The simple, obvious reason for selling 


winter weights and winter specialties is because the weather is cold, and 
cold feet need warm footwear. 
footwear is a practical one. Merchants are getting interested in merchandise 
once again, in selling regular goods at regular prices to regular folks. 
Typical of this trend of thought is the announcement of Frank Minnis, 
Ypsilanti, Mich., in which he says his little store at 12 Huron Street, is 
“chock full” of the most desirable—most necessary Winter footwear. “Every 
nook and corner from the front door to the back, from the floor to the 


The story of warm goods and protective 


ceiling, is crammed full of shoes, overshoes, Zippers, galoshes, rub- 
ber boots, socks and rubbers, felts and rubbers, sheepskin pacs, sheep- 
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skin shoes, knit gaiters, felt slippers, leather 
slippers, Wolverine shell horse-hide shoes, 
high cut shoes for man and boy, sturdy 
school shoes for the big boy and his little 
sister, collegiate shoes for the college 
student, party pumps (wide variety), special 
measurement arch shoes.” 

This year seems to be rather significant 
in that people feel that they should safe- 
guard themselves against cold weather. In 
other words, this is no time for a man, 
woman or child to get sick because of the 
lack of warm footwear in winter weights 
and winter specialties. People feel that 
they must not take chances at a 
time like this. Merchants, realiz- 
ing this, are incorporating the 
protective thought in their pub- 
licity. 

To give an idea of how one 
other store in a different section 
of the country from Michigan 
specializes in protective foot- 
wear, the line-up of the C. S. 
Williams Shoe Co., St. Louis, is 
most illuminating. For many 
years this store has featured pro- 
tective foot coverings in a most 
intelligent manner. The volume 
of business enjoyed and deserved 
in lean years and fat years is 
proof of the public appreciation. 

The kinds of warm and heavy 
footwear carried in the Williams 
store may be best grasped if the 
items are classed in two groups: 
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Seasonable Specialties Hold Out 
Prospect for Extra Sales in Winter 


The men’s and boys’ group and the women’s and children’s. 

In the men’s and boys’ classifications are listed : 

“Four kinds of police shoes for heavy duty wear and warmth to 
the outdoor worker. 

“Men’s all leather 16” hunting boots retailing at $4.95, $6.25 and 
$9.85. 

“Complete lines of boys’ jack knife boots and other all leather 
patterns. Prices $3.00 to $4.00 according to size. 

“The Williams copy on these shoes reads: ‘Ideal for school, scouts 
or hikers . . . real protection against wet or bad weather . . . built 
over the Munson last of soft black leather with elk trimmings, 
everwear composition soles, storm welting (side pocket contains 
Buster Brown scout knife.’ ” 





4 C . , 

omplete line of men’s high shoes 
(also oxfords) blucher or bal patterns in black, kangaroo, black or 
tan kid, black or tan calf or black elk. Sizes 5% to 15, Widths AAA 
to EEE in one pattern or another. All to sell at $5.00 per pair. 
These shoes are advertised quite often during the fall and winter 
months. Advertisements show high shoe cut with mention that we 
carry oxfords in same patterns. This accounts for our large volume 
of high shoe business every season. Also a complete line of boys’ 
high shoes. 

Men’s black kid bal plain toe high shoes, beaver cloth tops, red 
flannel lined, 

Men’s four buckle, two buckle and one buckle galoshes—Jersey 
top or all rubber. Also two buckle all rubber bunkers to go with 
\4-inch thick wool felt boot bunkers 
sell at $3.00. Felt boot sells at 
$1.75. The complete outfit sells at 
$4.50. 

These types of heavy rubber 
footwear are worn by truck drivers, 
laborers and all outdoor men ex- 
posed to extreme weather condi- 
tions. 

“We usually run advertisements 
on these goods during cold spells or 
right after a heavy snow storm, 
usually the following morning,” 
says Mr. Williams. “The right 
time is the best time.” 

The Williams store carries a 
complete line of men’s and boys’ felt 
slippers in high or low patterns, 


























[TURN TO PAGE 56, PLEASE] 
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Footwear in Coming Months 

















Illustrated on This Page, Reading 
Down 
Brown kid cavalier slipper. Rolled sheep 
cuff and sheep sock, padded sole. 


Sheepskin bals or Wanagans. For out- 

door wear in rubber boot and overshoes. 

Men’s brown cordovan or horsehide heavy 

blucher. Storm welt, composition soles 
and heels. 


Sixteen inch blucher boot of grain 
leather, storm welting, rubber heel. 
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With Christmas Promotion Plans Per- 

fected Well in Advance, Steady Sales 

Pressure Day by Day Will Add Extra 
Profits to December Total 


wv VW 
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cember. This is going 

to be a Christmas for 
practical gifts, and all your 
advertising should empha- 
size ‘“Footwear—The. Prac- 
tical Gift.” Are holida 
window and interior trims 
all in place? 


1 NOW for a BIG De- 


ADVERTISE vigor- 
2 ously and consistently 

from now until Chris- 
mas, all your lines with 
gift possibilities, such as 
antl slippers, hosiery 
ouse slippers, etc. And 
of course your regular lines 
of Footwear as well. 


A LETTER or circular 
3 to your customer list 

featuring “Practical 
Gifts,” and including every- 
thing of a _ practical ft 
nature will be most timely 
this week. Make your 
monthly check-up for Fire 
and Accident hazards. 


item. Play up hosiery 

strongly in your ad 
tonight for Saturday sell- 
ing. For best results fea- 
ture one price. In the store 
get your bosiery and other 
gift items out on tables 
where they can be seen. 


4 HOSIERY is a big go 





& GOOD windows are of 


tremendous impor- 
tance now, when people 
with limited Christmas 


spending money are won- 
dering what to buy. Get 
our best “buys” right up 
n front and use big, bold 
price cards on every item 
displayed. 


DON’T neglect to ad- 
9) vertise your regular 

footwear lines during 
the holiday season. How 
about an ad tonight on 
children’s shoes, us ng the 
suggestion that they’re a 
ractical gift? Give some 
nexpensive little toy with 
each pair. 





changed today. 
Even if much of the 
same merchandise is to re- 
main in, you should re- 
arrange the displays and 
make them LOOK different. 
Are you offering to pack 
all purchases in gift boxes 
if desired? 


7 YOUR windows should 


THREE pairs of popu- 

lar priced hose in a 

gift box at a slightly 
lower price than regular 
makes a_ good _ holiday 
leader. Try it. Send out 
a letter or a mailing card 
featuring the box and ar- 
range it so it can be used 
as an order blank. 








dow of children’s 

shoes. Here’s a 
trade-building stunt. Ad- 
vertise that on Christmas 
Eve you’re going to give 
away a big turkey. Give 
numbered coupons’ with 
every purchase from now 
on, each one good for a 
chance on the bird. 


1 PUT in a good win- 








night for Saturday’s 
business. Have two 
or three good leaders and 


your windows tonight for 
Saturday selling, 
your leaders an 
vertised lines well up in the 
foreground. 


. 


11 RUN a big ad to- 





man knows your 

“specials” for today 
and mentions them to every 
customer. Suggestion will 
bring many extra sales for 
many people are wondering 
“what to buy” and will ap- 
preciate help in deciding 
what to select. 


1 SEE that every sales- 











CHANGE your win- 
14 dows again today. 

And be sure there’s 
a price card on every item! 
This is always important, 
but it’s doubly so now when 
people with limited amounts 
to spend are “window shop- 
ping” for gifts they can 
afford to buy. 





pers selling? It is 

not too late to get 
up a good letter or circular 
advertising this big _ 
line. Does your house slip- 
per line have a prominent 
table display right near the 
front door where it can’t 
be missed? 


1 HOW are house _—* 





IT is about time for 
16 a good ad on party 

slippers for Christ- 
mas_ festivities. Another 
good stunt is to advertise 
your best selling, popular 
price hose, urging people to 
order by telephone between 
the hours of 7 and 9 p, m. 
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the Shoe Store 


Helpful Hints to Bring More Dollars into 
Shoe Stores in December by More 
Effective Advertising, Merchandise Dis- 


play and Selling 


Vv 
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ness men featuring a 

three pair box of 
hose all wrapped, ready for 
Christmas giving will get 
results if cleverly worded. 
Offer to deliver the boxes at 
their offices. sure and 
say that wrong sizes can 
be exchanged after Christ- 
mas. 


17 A LETTER to busi- 


TOMORROW is the 
18 last Saturday before 

Christmas and should 
be a big shopping day. 
Prepare for it with a BIG, 
interesting ad tonight on 
all gift lines. And see that 
your windows are fresh- 
ened up for Saturday sell- 
ing tonight too. 


IF you can secure a 
19 quantity of Lolly or 

mistletoe and_ give 
each customer a sprig for 
the lapel today it will create 
good will that will far out- 
weight the cost. Suggest 
house slippers for gifts, to 
—- customer served to- 
ay. 








send out a mailing 

card headed ‘Last 
Minute Suggestions’ and 
listing very briefly half a 
dozen gift items. If you 
do this be sure to suggest 
that folks who cannot get 
downtown can order by 
telephone safely. 


21 IT is not too late to 


for these last few 

days before Christ- 
mas should be as interesting 
as you can make them—with 
little displays of gift items 
and SELLING price cards 
that will bring folks inside 
to buy. Put special prices 
on slow sellers. 


2 YOUR WINDOWS 


Gifts” ad_ tonight 

featuring everything 
that needs emphasis. It 
will probably be worth 
while to emphasize Party 
Slippers again. Have you 
some odd lots of slippers 
or hosiery to use for “win- 
dow specials” for tomor- 
row? 


2 3 RUN a “Last Minute 





BEFORE you leave 
2 the store tonight re- 

move every trace of 
holiday season from store 
interior and windows, re- 
placing the holiday window 
trim with a staple trim of 
winter footwear. If you 
have any new styles play 
them up in the display. 








AND now come the 
2 inevitable exchanges ! 

Make them with a 
smile, for who knows? 
Perhaps the woman who 
comes in to exchange a pair 
of hose received as a gift 
has never been in your store 
before! Make her so wel- 
come she'll come back to 
buy! 











MAKE all your plans 
2 for inventory so the 

job can be done in a 
hurry. Go through stocks 
and dig out all the little 
odd lots. Mark them down 
—cut prices till it HURTS! 
Then advertise a year-end 
cleanup sale for the next 
three days. 





GET your cleanup 
29 sale bargains out on 

tables, and be sure 
you have an_ interesting 
window display of them too. 
There will be some people 
with Christmas money to 
spend who will be interested 
in bargains this week. Get 
their money! 








ADVERTISE tonight 
30 for tomorrow, _ last 

day of your ‘“Year- 
End Sale.” Put in a win- 
dow of your very small lots, 
with a card reading “Juicy 
Bargains Here! Lots So 
Small We Couldn’t Adver- 
tise Them!” It’s your last 
chance in 1931! 








A GOOD day to look 
31 ahead to 1932—a 

crucial year when 
some stores are going to go 
ahead through aggressive 
merchandising and careful 
planning in spite of condi- 
tions! What are YOU going 
to do? Plan now! Deter- 
mine to GO AHEAD! 





Now 
Let’s Get Set 
for a Busy 
and Prosperous 
1932 








Profits to Swell the Year’s Total 
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RECORDER TELL-A-WISDOM 





Mr. 


Mr. 


————_—————————————————————————— ea 


. Box, 


. Fox: 


. Box: 


. Fox: 


Box: 


. Fox: 


Box: 


. Fox: 








Says Mr. Fox to Mr. Box... 


M.. Fox, a manufacturer: “Well, 


the Ball Shoe Co. has done it again. What’s 
the matter, Mr. Box?” 


sales manager: “I still think our line is pretty 
good.” 


“Why don’t we put more style into it?” 


“Well, it’s a bread and butter proposition and 
merchants want safe numbers.” 


“Boloney, staples can’t get the money any 
more. Get it out of your head that we are a 
safety-first house.” 


“Well, no store can do business without a full 
line of sizes and widths and that’s where we 
have it all over the Ball line.” 


“Of course, Mr. Box, you are supposed to give 
in-stock service but that’s no reason why the 
line can’t have hot numbers. My wife won’t 
even look at our shoes.” 


“But I can’t be style-conscious as well as size- 
and-fit-conscious, with all the handicaps we 
have. The Ball Shoe Co. play style only and 
when you do that the risk is tremendous.” 


“I expect you to use good judgment; but this 
is the time to feed them style or they won't 
buy. And another thing, you have got to 
hold your old customers with those good 
old fitting favorites. Believe me, if you don’t 
put some snap into this line, there’s going to 
be trouble, and I don’t meart maybe.” 


BALL, manufacturer: “Well, the Fox Shoe Co. has 











DIALOGUES 











Mr. 


Mr. 


Mr. 


HALL, 


. BALL: 
. ALL; 


. BALL: 


. HALL: 


. BALL: 


HALL: 


BALL: 





While Mr. Ball tells Mr. Hall 


taken our best customer. What’s the matter, 
Mr. Hall?” 


sales manager: “This is the hottest line we 
have ever put out and it looks pretty good to 


” 


me, 


“Why don’t we sell more sizes and widths, 
Mr. Hall?” 


“Well, it’s a hot style proposition and that’s 
what the public wants—plenty of style.” 


“Boloney, our pattern costs are all out of pro- 
portion and dealers are getting a perishable 
line when they want safety.” 


“Well, no store can do business without style 
these days and that’s what we built our repu- 
tation upon.” 


“Of course, Mr. Hall, you are supposed to 
give plenty of style— but that’s no reason 
why the line can’t have its feet on the ground 
with substantial, safe numbers like the Fox 
Shoe Company has.” 


“But I can't be thinking about in-stock safety 
with all the salesmen yelling for prettier 
shoes. We are a style house. We just can’t 
straddle in times like these.” 


“I expect you to use good judgment. This 
is the time to sell them sizes and widths and 
plenty of them. And what’s more, see to it 
that you don’t lose any more big customers 
for we are giving you a styling department 
that knows its colors and pattern, and I don’t 
mean maybe.” 
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To Lead Styles Conference 


I, filling its most 
important committee-chairmanship, 
the directors of the National Boot 
and Shoe Manufacturers’ Associa- 
tion selected Frank A. Garside vice- 
president of A. Garside & Sons, 
Long Island City, New York. He 
now becomes the leader of the man- 
vfacturers’ styles committee before the National Joint Styles 
Conference, which meets semi-annually to determine the style 
platform of the entire industry. His appointment to this prom- 
inent place is in the nature of a surprise to the industry at 
large, but to those who know him, his firm and his background 
the appointment is in keeping with trade traditions. 

It was to be expected that the new chairman, successor to 
the late John C. McKeon, would come out of the limited group 
of style creators and his appointment is also tribute to the 
Family of Garsides. 

Frank A. Garside is of the third generation of Garsides. 
His grandfather, A. Garside, was founder of the business of 
A. Garside & Sons. John Garside, present chairman of the 
board, is his uncle. His cousins, Herbert R., now president. 
and John R., Jr., now secretary, uphold the dignity of good 
taste in quality footwear for the new generation of Garsides. 
With such shoemaking blood in his veins, it is no wonder that 
he has been selected for such an important style job. 

Frank is but thirty-one years of age, but has had a wealth of 
experience in the shoe business. Out of Phillips-Exeter Acad- 
emy at eighteen, he stepped from the halls of learning to the 
corridors of the family shoe factory. Tossing his running 
trunks aside, he donned the overalls of the stock-room and 
began a new course of study—that of shoemaking. Now, it has 
been a tradition in the Garside family that every one of the 
young men coming along should become a thorough shoe man. 
Every one of them can make a pair of shoes from last to foot. 
It is also a tradition that the young men will be known to have 
qualified when they have made a pair of shoes for their mother. 
It wouldn’t do to build that pair of shoes other than in quality 
and fitting perfection. Frank qualified. 

Several years of factory experience, working up to pattern 
cutting, gave him a grounding few men get. Then he was ready 
for road contact. Down in Texas and out on the Pacific Coast 
the young fellow sold shoes, talked with Garside customers 
and gradually acquired a feel and sense for style. 

Just to advance the point that he knows what women want, 
we state the fact that he is married. His hobbies are sailboats 
and scotties. 





FRANK A. GARSIDE 


Chairman of Style Committee, National Boot and 
Shoe Manufacturers Association 
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A New Formula—Pricing Without Safeguard 


S a laboratory experiment, the 
First National Seasonal 
Opening and Display Week 

was a success. It proved conclu- 
sively that the manufacturers’ associ- 
ation could operate a show in a busi- 
ness-like manner, without the need 
of style show and model stimulation. 
It did give to the manufacturer a new 
starting-gun for Spring season, fired 
off six weeks in advance of the New 
Year. But in justifying itself by 
business placed, it was not a conspic- 
uous success. There was some busi- 
ness but not enough to warrant the 
expenditure in space, travel and time, 
if the objective was “fill the deep 
hole of December production.” You 
will hear manufacturers state that 
they didn’t expect to get a volume of 
business and that it was only intended 
as a meeting to crystallize and to test 
the styles of a new season. If this 
is the case, then the manufacturéts 
gained their objective. 

One significant thing came out of 
the show and it indicates a complete 
surrender of business caution in an 
effort to give to the public, through 
the merchant, the most for the money 
—in the hopes that by so doing, suffi- 
cient volume will be obtained to jus- 
tify the new low price policy. This 
new principle in production puts in- 
dustry “on the the spot” in December. 
We discovered the new formula at 
the manufacturers’ show. Here it is: 
A line of new shoes is sampled. The 
price level is set on the basis of a 
normal production quota. The price 
permits of no margin for safety and 
no allowance for a lesser volume than 
estimated. 

Priées, as submitted, indicate the 
policy of burning bridges and risk- 
ing all—so every sales manager and 
salesman must move forward;. for 
retreat is impossible, It is “orders or 
perish.” The great motto of Marshal 
Foch was: “The battle, the battle; 
nothing else counts,” so we are seeing 


the fight for business all along the 
line — the manufacturer for factory 
volume, the merchant for sales vol- 
ume and the public for wages. 

These fundamental principles actu- 
ally have these three rules behind 
them: 


(1) To make an ever increasingly 
large quantity of goods of the 
best possible quality, to make 
them in the best and most eco- 
nomical fashion and to force 
them out on the market. 

(2) To strive always for higher 
quality and lower prices as well 
as lower costs. 

(3) To get the goods to the con- 
sumer in the most economical 
manner so that the benefits of 
low cost production may reach 
him. 

With so many manufacturers 

thinking in these terms, crystallized 


in the November show, one can sense 


a change in the basic service to the 
industry. Heretofore, the major ef- 
fort was to “fill what was called the 
demand’.” Now the production spirit 
must be to “keep ahead of the needs 
of the people.” So out of this show 
has come an effort which may lead to 
a new leadership within the industry. 

Manufacturers have established so 
low a base price, estimated on a defi- 
nite production scale, that only the 
estimated volume of orders will per- 
mit continuance of business. If 
fewer orders than needed result in 
the. next twelve weeks, then the 
majority of manufacturers will be 
operating at a loss because of this 
formula. If more orders develop, 
then they have a possibility for a 
fair profit. 

This term “fair profit” also indi- 
cates a new spirit on the part of the 
trade, best expressed by the saying: 
“Give and get a profit in 32.” 

Under the new formula it is hoped 
that the tanner and the source of 
supplies will operate at lowest pos- 


sible prices consistent with small 
profit. On the other end, the mer- 
chant on his part, through reduction 
of expenses, is expected to give to 


‘the public the most for the money 


while at the same time retaining for 
the store a small profit for the eflort 
and investment. 

The manufacturers, in the next 
few weeks, will test the theory as to 
whether or not a rock-bottom price 
will stimulate business or whether 
the shoe industry has an almost auto- 
matic limit to its sales. We will find 
out, in the next few months, whether 
the public will purchase shoes be- 
cause of values, style and selection 
and will purchase more pairs because 
of the extremely low price levels. If 
the public doesn’t respond, it’s a 
pretty good indication that it is in the 
mood to buy only what it needs to 
cover utility and some expression of 
fashion. We sense, however, an in- 
dication that this industry will offer 
to the public so attractive a set-up of 
shoes and prices as to make it im- 
possible for the public to deny indus- 
try the same number of pairs as made 
in 31 or better. 

We hope to see a forward move- 
ment in the next ten weeks for they 
are the crucial weeks in planning a 
new and better Springtime. 

We had occasion to listen to a mer- 
chant protest the reduction in stand- 
ards and price of a great line of 
shoes indispensable to his store and 
service. He pleaded with the manu- 
facturer to hold his standards, come 
what may. He said: “I expect you 
to stand firm, show your self-suffi- 
ciency, courage and independence for 
that’s the only way I can stand true 
to my customers. In this merchan- 
dising rout, due to price, the weak 
will perish, the timid will never live 
—while for the strong every new 
horizon with its new hardships and 
dangers leads to leadership in years 
to come.” 
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QUALITY CUSTOMERS 





...§ Ly aNunn Bush shoe 
ON FVFEFRY FOOT 





VER before did the fine shoe buyer expect so 

much for his money « Never before was he so 

important to you—to have and to hold « The 
quality customer is your customer « He is the founda- 
tion of the shoe business « You need him today more 
than ever before * He comes back to you « The price 
buyer goes where the figures are lowest and the shout- 
ing is loudest. 


Nunn-Bush shoes are built to win quality business for 
you and hold it. 


When a customer comes in for cheaper shoes, tell your 
clerks to show him what he asks for, and then fit him 
with a Nunn-Bush shoe for comparison. « That’s the 
way to make the more profitable sale—to win the qual- 
ity customer ¢ Your best prospect for the more profit- 
able sale of a fine shoe is the man accustomed to 
cheaper shoes * He will appreciate the difference when 
he sees and feels the Nunn-Bush shoe on his own foot. 


There’s a very real difference between Nunn-Bush shoes 
and cheaper shoes—the difference craftsmanship makes. 
Let your customer feel the difference in fit at instep, 
ankle and heel that Amkle-fashioning and Nunn-Bush 


specially developed lasts make * Hand him a Nunn- 
Bush shoe to examine ¢ Let him see the difference in 
appearance e Compare the stitching, the linings, the 
lines of the shoes themselves. 


Now - Lower Prices - Improved Quality 


At the new lower prices Nunn-Bush shoes offer so 
much extra comfort and style, for so little more, that 
most men will gladly pay the difference—and you can 
easily gain a quality customer ° Salesmanship is still the 
greatest force in business! 


Try a Nunn-Bush Shoe on EVERY Foot! 


NUNN -BUSH & WELDON SHOE CO. 
MILWAUKEE 


New York ow ow San Francisco 


Nunn-Bush 
Anklefashioned 
OX FORD S 





SEE US AT CHICAGO —N. S. R. A. CONVENTION — ROOM 819 PALMER HOUSE HOTEL 
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Representative manufacturers of men’s 
shoes expressed themselves as being fairly well satis- 
fied with the connections they made at the show. None 
bragged unduly of selling any great volume of shoes, 
but they were contented in having an opportunity in 
showing their lines, especially to the number of well- 
rated retail shoe men who attended. 

Only a few manufacturers had their advance 
samples hid in the closets to be 
exhibited to a favored few. A 


MEN'S SHOW SURVEY 


Willingness to Make, Show and Sell 
New Ideas in Men's Footwear Noted 





Combination of two leathers or two grains were 
bought for immediate delivery. One shoe that at- 
tracted considerable attention was a wing tip oxford 
built on fairly narrow toe. The combination of brown 
pig and brown calf caused many buyers to detail sizes 
on it. An all-over brown pig, chrome tanned, was 
fully as popular with the boys placing orders. — 

One concern that modernized the brown calf oxford 

with a spring heel rubber sole is 
well satisfied with the experiment. 


decided attempt to make men buy 
shoes during the first three 
months of the year was evidenced 
in several lines. This took the 
form presenting “Before Easter 
sport types.” These shoes are 
distinctly an extra pair proposi- 
tion. Their purpose is to liven up 
the lines and to tell the public the 
store is keenly awake to the fact 
that new styles in men’s shoes 
are still fashioned. 

Whether these shoes are called 
“Eye Arresters,” “Pre - Easter 
Sports” or whatever their label 
makes little difference. The fact 
remains that the merchants spent 


SEEN AT THE SHOW 


“Before Easter Sport Types,” to 
be featured as “Eye Arresters” 
and extra pair sellers. 

Ventilated shoes in various pat- 
terns and great numbers. 

Combinations of two leathers 
or two grains for immediate busi- 
ness. 

All-over 
tanned. 

Brown calf oxfords with spring 
heels. 

Plain toe cordovan oxfords, in- 
cluding novelty types with wine 
vamps and quarters, black saddles. 

New “Times Square” last — a 
modernized version of the short 
last formerly used for the Cuban 
trade. Modified by new patterns. 


brown pig, chrome 


The few that specialized in cordo- 
vans report that a_ substantial 
number of new accounts bought 
shoes on this leather for early 
Spring delivery. Most of the 
new business placed on cordovans 
was on the plain toe patterns. 
One novelty of a wine vamp and 
quarter, with a black saddle, 
might be classed under the eye- 
catch type. 

A .popular-priced line featured 
a 6-inch high cut boarded calf, 
storm welt, Uskide slip sole all 
eyelet boot, for early Winter 
selling. This boot is designed 
for bus drivers, traffic policemen 







about 5 per cent of their January 
and February budget on shoes of 
this character. Neither the makers or the sellers ex- 
pect to make any money out of these shoes. Both 
groups feel that if they get their money out of the 
shoes it will be money and time well spent in mer- 
chandising them from a publicity angle alone. That 
kind of shoe puts the store in the limelight. 

Whatever doubts existed in the mind of any visit- 
ing shoe man as to the importance of ventilated shoes 
for the coming Summer surely must have been alle- 
viated. All lines had a good showing of ventilated 
types, while others dominated the show by having 
ventilated shoes in all their varieties and possibilities. 
Merchants from all parts of the country admitted that 
they intended to appropriate at least twice as much as 
they set aside last year for the ventilated designs. 


and high-grade gas station em- 
ployees who wear puttees. 

A new last made its appearance. It is the old wood 
used by the Cuban trade previous to two years ago, 
but somewhat modernized. The short, chunky look 
has been changed through new patterns. This last 
will not be popular except in a very limited field, being 
a typical “Times Square” affair. 

The almost universal use of soft boarded leathers in 
extra pair shoes was noted. Manufacturers, in ex- 
plaining this, claim that men as a rule are refusing to 
break in shoes. A consumer insists that the last, pat- 
tern and material he buys as a completed whole must 
be comfortable, as well as well fitting. In all grades 
the use of fine grains of leathers showed that’ this 
finish is being preferred to both the heavy grains and 
the smooth finish. 
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Rosebay Willow Calf, that light, airy calf leather of 
unusual beauty with the distinction of being in the 


reasonable price range. 


AMERICAN HIDE ano LEATHER COMPANY 
BOSTON, Mass 


$t Lours cn 
AMERICAN HIDE ano LEATHER COMPANY.1nc. AMERICAN HIDE ano LEATHER COMPANY. tro. 
N NORTHAMPTON 


CINCINNATI 


ew Yorn“x NY ano LEICESTER, ENGLAND 
AMERICAN HIDE ano LEATHER COMPANY. S.A. 


Oanis Faance 
CALF ane SIDE UppER LEATHER TANNERIES DOLLIVER Ann BRO., SAN FRANCISCO 
Lowett BALLSTON-Sea AGENTS For The PACIFIC COAST ano ORIENT 
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The Merchant's Great Problem 


hiss to Provide the Public with What It Wants in 





Footwear—Quality, Fit, Wear and Service—at Price 
to Insure a Profit, to Be N. S. R. A. Convention Theme 


By JOHN O'CONNOR 


Chairman, Chicago Convention Committee 


Every thought, 
every act, every plan inaugurated 
in building the 21st N.S.R.A. con- 
vention, to be held in Chicago, 
January 4, 5 and 6, 1932, has 
centered around the solution of the 
shoe merchant’s most vital prob- 
lem, namely, how to provide the 
right shoe at a profit. To find the 
answer is beyond the power of any 
individual merchant. And yet, up- 
on the correct answer depends the 
prosperity and well-being of every 
retailer of shoes in the country— 
and thus of the entire industry. 

The National Shoe Retailers 
Association was created to meet 
just such emergencies as this. It 
is a “mutual aid”—organization 
made up of progressive shoe mer- 
chants, great and small, from 
every section of the country. Many of these men are 
giving of their time, talents and money without stint, 
reaping their reward through the advancement of the 
craft as a whole. 

To find the answer to this great problem with which 
every shoe retailer in the country is face to face, the 
N.S.R.A. is reaching out and calling to its aid the 
best brains of the industry. 

Manufacturers of shoes and accessories have been 
invited to exhibit their product and, from present 
indications, there will be more of them than ever be- 
fore. The makers of shoes have caught the spirit of 
mutual helpfulness, for they are planning to show 
beautiful footwear that fits in with the prevailing 
colors and modes of apparel. 

In these displays will be found shoes of every grade 
from the lowest to the highest that any merchant may 
need. The variety of materials and patterns will 


cover the needs of every man, woman and child. 
Here, too, will be shown the newest creations of the 








JOHN O’CONNOR 


tanner’s art, leathers crafted into 
the newest colors. The visitor will 
also see fabrics and other materials 
deftly assembled into stylish foot- 
wear. A study of these displays 
will be an education no progressive 
merchant can afford to miss. 

The regular convention program 
has been divided into three parts. 
Each day, at noon, there will be a 
business-luncheon session open to 
all merchants, manufacturers and 
salesmen. At each meeting, one 
or two nationally known merchants 
or business leaders will deliver ad- 
dresses on timely and pertinent 
topics. These meetings have al- 
ways been a source of inspiration 
as well as information, and this, 
of all years, they will be of utmost 
importance. 

A feature of the 1932 convention, which alone will 
be worth the time and money spent by any merchant, 
will be the big open meetings of the N.S.R.A. Joint 
Styles Committees. It is planned to have separate 
meetings of these committees. A meeting on women’s 
shoes, a meeting on men’s shoes and a meeting on 
juvenile shoes. Following the meeting there will be a 
thoroughly organized round-table discussion elabo- 
rating on style merchandising. 


This means that a merchant 


interested only in women’s shoes need not waste time 
listening to a discussion of men’s shoes or juvenile 
shoes. If, however, he is interested in more than one 
meeting, the time and location of the meetings have 

been arranged so that they will not conflict. 
It is probable that the developments at these meet- 
ings will call forth a supplemental style report and 
[TURN TO PAGE 56, PLEASE] 
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~ Shoe by Corbin-Holmes 
Shoe Co., Hudson, Mass. 
» Style No. 409, Hubsch- | 
~ man's Black Calf— 
, Black Lizard 


LUSTROUS BLACK... 
by HUBSCHMAN 


@ Superbly finished black calfskin... close 
grained, durable, flexible and comfortable—that's 
Tandrite Lustrous Black Calfskin, the highest ex- 
ample of the tanner's skill on the market today! 


Retailers are enthusiastic over the exceptional, 


unusual qualities of Tandrite—the super calfskin. 
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justifies 


its repeated use by 





We call your attention to the statement on the opposite 
page made by Cushman-Hollis Co. which gives us the 
greatest satisfaction. 


These shoes made for -hard, serviceable wear enter a 
market in which competition is keen among Welt Arch 
Corrective lines. 


We always wish our customers to realize that we have 
an interest in the sales influence of Evans Leathers in 
their shoes that extends far beyond the relationship of 
seller and buyer. Therefore, we feel it is a distinct 
reflection upon the merits of Ruby Kid that it should 
be chosen to uphold the fine standards set by this manu- 
ufacturer for competition in this market. 


IT’S AN EVANS 


30 





USHMAN -HOLLIS 


COMPANY 





Additionally, it assures us that they believe as we do 
that to standardize on Evans Brands they are doing some- 
thing more than buying good leather. They recognize 
that we believe success for them is success for us and 
that we make certain year in and year out that Ruby Kid 
will not let down the quality of any shoe, but rather 
promotes its sale because it is ‘‘a definite sales influence.” 


JOHN R. EVANS & CO. 


Camden, New Jersey 


St. Louis Rochester Boston Philadelphia 








LEATHER 
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“RUB Y KID has clearly proved its customer 
developing influence in our Freva Young Arch Corrective 
line. We have chosen to standardize on Ruby Kid for all Freva 
Young Black Kid shoes for steadily repeated satisfaction.” 
CUSHMAN-HOLLIS COMPANY 
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MISS ELEANOR WEINER . 


< 
lose, closer and closest,” 


is the rule that Miss Eleanor Weiner, of Newark, 
N. J., emphasizes in telling why she is so busy, happy 
and successful in operating her children’s shoe store. 
To put it just as she said it: “Fully 75 per cent of a 
children’s shoe business is on staples, which we must 
watch closely; 25 per cent is on novelties, which must 
be watched more closely, but in either case it is fitting 
that must be watched most closely of all.” 

There is a very great similarity between operating 
a children’s shoe business and that of a high grade 
jeweler, finds this Newark, N. J., shoe merchant, in 
that both depend entirely on the confidence of their 
clientele in order to exist. There is no question as to 
the soundness of the preceding statement, as a mo- 
ment’s reflection will easily prove. Before detailing 
reasons, may we give a thumb-nail sketch of the 
proprietor of this interesting shoe shop. 

Weiner’s Juvenile Shoe Store was started by Miss 
Weiner (Mrs. Eleanor Weiner Klein in private life) 
nine years ago. Fourteen years as children’s shoe 
buyer for a large department store proved to be a 
most excellent background for this keen business 
woman. Perhaps the most valuable lesson learned in 
all this experience was the importance of developing 
a fine sense of proportion. 

This sense of proportion places Fitting as the most 
important factor in building a business. This is why 
Miss Weiner said what she did in comparing the confi- 
dence necessary in maintaining a successful jewelry 
store and a successful children’s retail shoe store. 
Both are built on the continued confidence of their 
public. 

A very large part of this store’s business comes 
from the recommendations of orthopedic men, hospi- 
tals and satisfied customers. It is only from proper 


Customer Confidence 


Foundation of 


Children’s Business 


Miss Eleanor Weiner Names Fitting as 
the Most Important Single Factor of 
Success in Retailing Juvenile Footwear 


fitting that such free will recommendations are de- 
served. It was visibly and orally impressed on this 
reporter that the trained eyes and fingers of the 
Weiner store’s expert shoe fitters accurately gauged 
the fitting qualities of each shoe as each foot was 
studied separately. The secret of fitting here is based 
on the perfect fit from the ball to the heel and around 
the ankle. The fitting of children’s feet correctly is a 
separate study in itself and requires a great deal of 
intimate knowledge, not only of foot anatomy but of 
child psychology. 

No matter how well one may be versed in the actual 
book and practical knowledge of fitting, the right 
shoes for the right job must be available. Before a 
last is bought, it is very carefully studied from all the 
various angles. Not only are the right shaped lasts 
necessary but sizes and widths are of prime impor- 
tance, 


The majority of 
manufacturers, Miss Weiner finds, have very com- 
plete in-stock departments. This enables a merchant 
to operate very close and not lose any sales. The im- 
portance of having the right size and width is so im- 
pressed on the customers, that they are trained to 
wait a day or so if necessary, for the proper shoe. 

It pays to carry a full and complete stock at all 
times, we learn here. It is interesting to note the 
widths carried. These are in the 3 to 5 run, C, D, E; 
5% to 8, A to E; 8% to 12, AA to D; 12% to 2, AA 
to D; 2% to 8, AAA to D. 

Now, in regard to the 25 per cent of the stock 
which comprises the novelties, these include the suedes, 
reptiles and even high shoes. While the latter are 

[TURN TO PAGE 60, PLEASE] 






Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, Nov. 28, 1931 

















com 









‘Dr. MORRIS SHOE COMPANY 







rganize 


ervice 






MORRIS AUGENBLICK 
Founder and President 
























re — 
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CHESTER R. AUGENBLICK 
General Manager 





LEVEN years ago, Morris Augenblick possessed with 

an ideal of service to retail merchants, organized the 

Dr. Morris Shoe Co. Today the Dr. Morris Shoe Co., 

under the leadership of the same man and the able assis- 

IstporE ConEN tance of his son, has reached a dominant position in the 

wholesale shoe field, requiring an increase in organization 
unprecedented in the history of the shoe industry. 


GeEorGE BRITTMAN 
Sales Manager 





So great has been the necessity for expansion that we have 
taken over the entire building at 143 DUANE STREET. 
This move to larger quarters will enable us to give you the 
best IN-STOCK SERVICE available. Add to this a MER- 
CHANDISING plan, a complete SALES ORGANIZA- 
TION, our increased PURCHASING POWER, and 
you will be able to reap bigger and better profits by join- 
Paut Ort ing our rapidly growing list of customers. 





Murray GARBOW 





It is with keen appreciation of your friendly business rela- 
tions that we extend to you a cordial invitation to visit us 
at our new home, open officially on Wednesday, 


DECEMBER 2nd, 1931. 


Our New Address 


Dr.Morris Shoe Company 
143 DUANE STREET 
NEW YORK, N. Y. 


“Leading Distributors of Juvenile Footwear’’ 





IKE Brooks 





Witiiam Kay 








EMANUEL Brooks 
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Ten Merchants in Ten 
Towns Use Ten Ideas 
to Please Santa Claus 




























1. Feature shoe ensembles, such as hosiery 
and shoes, at a flat price. 


2. Letters, suggesting shoes as an appro- 
priate gift, for husband or wife. 


3. Create Christmas atmosphere in the 
shoe store with beautiful windows and 
interiors. " 


4. Play up all kinds of slippers, both house 
and dress types, to catch all sorts of 
customers. 


5. Sell individual types of people individ- 
ual holiday merchandise. 


6. Free gifts to customers who spend a 
certain amount of money in the store. 


7. Christmas merchandise, boxed in holi- 
day packages, for extra Christmas sales. 


8. Christmas bonds and certificates to 
solve the size problem and sell more 
shoes. 


9. Specials in the shape of a box of 
Christmas cards with each pair of 
children’s shoes. 

10. Specials of three pairs of hose in a gift 


utility box, with a prize to top notch 
salesmen. 


Practical Selling 
IDEAS 
for Holiday Season 





By 
HARRY R. TERHUNE 
Field Editor 


Ten different shoe merchants give 
ten Christmas selling ideas they are putting in effect this year. 
These are calculated to let Santa Claus realize that shoe stores 
are most excellent service stations, and that they are in a position 
to render real aid in the pre-Christmas bag filling campaign. 

a 


“Be your own Santa Claus,” Otto Schultz, Jefferson City, Mo., 
proclaims to the world. His specialty of featuring shoe en- 
sembles such as shoes and hosiery at a flat price, is bringing in 


some satisfactory returns. 
c +e oe 


The James Clark Shoe Co., Van Wert, Ohio, is sending letters 
direct to husbands and wives in which they are driving home 
the fact that ““We know his (her) size, so give shoes.” 

* * x 

Beautiful windows and interiors will make Fred Newcomb’s 
store in Santa Ana, Cal., a busy place during the holiday present 
buying period. He believes in creating a favorable store atmos- 
phere through appropriate decorations. 

* * * 

Both S. H. George & Sons, Knoxville, Tenn., and the Vollrath 
shoe department in the Taylor Dry Goods Co., Kansas City, 
are playing up all kinds of slippers, house and evening kinds 
alike. In this way they, catch those who stay at home and those 
who play around the bright lights. 

i 

The days of advertising endless lists of Christmas goods is 
gone forever, the advertising manager of R. H. Fyfe & Co., 
Detroit, believes. Selling individual types of people individual 
timely merchandise will be in order. 

* *k x 

Christmas time is present-giving time, so Chester E. Smith of 

[TURN TO PAGE 58, PLEASE] 
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SMOKED 
ELA. 




















Shoes for sportswear must stand up. The 
leather in the uppers must be soft and pli- 
able for comfort. It must dry out soft and 
mellow after a day’s golf in the rain. 


KEPNER SMOKED ELK is mellow; it 
dries out soft after being thoroughly wet. 
This characteristic is due to our special tan- 
nage and finish, which has made KEPNER 
ELK the largest selling leather for better 


grade sports and infants’ shoes. . 


C. D. KEPNER LEATHER COMPANY 


137-139 South Street, Boston 
ST. LOUIS MILWAUKEE 


Photograph of Smoke House after a day's work. 
KEPNER ELK is actually smoke finished. 
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When You Remove 


a Customers Shoes 


What Do You Find# 


7 times in.10 the Heels are tp tMnsite 
of shoes by onan 


Worn Crooked and the _—_sionbetones 
Shoes are Out of Shape. sey 







@ What greater service could you render 
these customers than by showing them how to 
correct this fault! 


@ Dr. Scholl’s Walk-Strates pillow the heel; 


prevent wobbling and thickening of the ankles; BEFORE 


correct the tendency to walk on the outer or 
Crooked Heels 











inner side of the foot; keep shoes smart; save 
repair bills and make walking a pleasure. 





@ No better time than now to start cashing in 
on this easy fast selling item. Sell them with | 
every pair of shoes. Your shoes will hold es 1 &s., 
their shape longer, your customers will be 
better satisfied and you will make EXTRA 

Walking off balance 


SALES and EXTRA PROFITS. 
shape of the smar 


Mail Your Order NOW. Sizes: Women’s 2-3, 4-5, SS 
6-7, 8-9. Men's 6-7, 8-9, 10-11, 12-13. Wholesale, always counts agains 
per doz. pairs $2.75. Retail, per pair 35c. Dr. Scholl’s Wal 


overcome this fault 
m 








Your Customers 


are Reading These Ads 


in such leading magazines as AMERICAN, 
COSMOPOLITAN, Mc CALLS, TRUE 
STORY, LADIES’ HOME JOURNAL. Let 
these people know you sell Dr. Scholl's Walk- 
Strates by displaying them in your windows, on your counters and 
telling your customers about them. That's the way to get the 
lion's share of the demand created by this advertising. 


Dr. Scholl’s Walk-Strates 


wated cataloa of De Scholl's THE SCHOLL MFG CO., INC. 
Aids lor the Feet Largest Makers of Foot Appliances and Remedies in the World 
313 W. Schiller St., Chicago 62 W. 14th St., New York 
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Shoe More Service Section — 

















Devoted to 


DISPLAY EQUIPMENT AND SUPPLIES 


for the Retail Shoe Store 





High Visibility Shoe Windows 


Sears, Roebuck & Co. Build Up Displays to Catch 
the Attention of Folks Who Ride Past Their Stores 


F orty-five years ago, in the 
tiny town of North Redwood, Minn., Richard Sears, 
station master, began selling watches by mail to rail- 
road men. With this modest mail order beginning 
a retail business now famous the world over, got an 
unobtrusive start. 

Yet in spite of the large amount of volume handled 
every year by the company, the cost of conducting 
business has been reduced to surprising figures. 

Take the case of the windows. L. S. Janes is 
national display director. Together with S. W. Jester, 
display editorial department director, the cost of in- 
stalling an average window has been reduced to an 
almost incredible minimum. It‘takes about 45 minutes 
and the materials*are assembled so efficiently and 
economically that there isn’t much chance for in- 
creased expense to creep in. 

Here’s the procedure, as out- 


4. In the case of the 45th anniversary shoe window, 
the goods selected for featuring were: 10 men’s right 
shoes, 10 men’s right work shoes, 7 boys’ right shoes, 
6 girls’ right shoes, 10 women’s left shoes, 5 children’s 
left shoes, 1 pair girls’ shoes, 8 girls’ left sport shoes, 
5 men’s left work shoes, 1 pair men’s shoes, 12 pair 
men’s hose, 6 pair silk hose. 

Where is all this going to go? And why the care- 
fully selected lefts and rights ? 

5. The merchandise is mounted on crash panels. 
It holds a lofty, prominent position in the window. 
And the relative amount of merchandise on the floor 
is startlingly scanty. What has happened? What 

Apparently, Sears, Roebuck & Company believe in 
has become of the good old window display policy 
that builds up from the floor ? 
building down from the ceiling. 

And that is exactly what has 








lined in a special interview with 
Mr. Jester: 

1. The windows are planned 
on paper” first — sometimes 
hundreds of miles away from the 
actual setting. 

2. A floor plan is made, show- 
ing, squared to scale, the exact 
location of every single plateau, 


“ 


end— 


A Three Million Pair 
Shoe Business 


Sears, Roebuck & Company sold 
3,000,000 pairs of shoes last year. 
This number, if placed end to 


But never mind. 


happened. 

6. “We have learned,” ex- 
plains Mr. Jester, “that 90 per 
cent of the people who pass our 
windows are motorists.” 

A similar proportion makes up 
actual clientele. And no wonder. 
It isn’t just Sears who have the 


It all boils macadam-minded clientele. Ev- 






























cube, platform, shelf, sign, panel, 
etc., that is to appear in the 
window. 

3. Before the cubes and appa- 
ratus can be laid out the mer- 
chandise to be presented must be 
lined up. 


down to two principal facts: The 
12,000,000 people who buy at this 
concern every year spend $400,- 
000,000. And the 400 stores sell 
enough shoes alone, to equip every 
man, woman and child in Chicago 
with a pair. 





erybody must be possessed of the 
new public. The U. S. Bureau 
of Sales Distribution relates that 
there are 26,523,379 motor ve- 
hicles registered, allowing one 
car for every 4.63 persons. 
[TURN TO PAGE 42, PLEASE] 
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See Shoes First 


F selling shoes nowadays, first 


impressions are frequently fatal and one can ill afford to run 
the risk of frightening the timid customer. People who harbor 
subconscious inclinations to exchange money for merchan- 
dise must be coaxed, cajoled and led unsuspectingly to the 
point of purchase. Salesmen may be psycho-analysts, but be- 
fore the salesman gets an opportunity to study the mental 
processes of customers, the latter must be persuaded to venture 
into the shoe store. That difficult and delicate task must be 
accomplished mainly through the windows. 

Men and women nowadays are consciously aware of shoe 
styles, values and prices. They study windows with these consid- 
erations uppermost in their minds. Subconsciously, now as al- 
ways, they are impressed by the manner in which merchandise is 
displayed. Style and value being equal, or approximately so, the 
window in which the merchandise is best displayed attracts the 
most favorable attention. It may not be quite fair to judge 
shoes according to the eye appeal of the window background 
or the impression produced by the fixtures and furnishings, but 
it is nevertheless perfectly human and natural. 

Aside from the direct and immediate effect of the individual 

display, there is also a general impression produced by windows 
that influences the customer’s estimate of the store as an in- 
stitution. Windows that are smart, clever, up-to-the-minute 
subtly suggest a store whose personnel is alert, intelligent, up- 
and-coming. Without being quite conscious of his or her process 
of reasoning, the customer quite logically assumes that she can 
expect to find merchandise that is smart, correct and styleful in 
such a store. On the other hand it is difficult to conceive of a 
store whose windows are carelessly trimmed being stocked with 
shoes that are up-to-date and desirable. : 
So it is fully as important for the shoe merchant to keep his 
windows and his display fixtures and furnishings up-to- 
date as to have his shoes styled correctly and rightly 
priced. For shoes must be properly displayed before 
they can be sold. 


8 


Boot AND SHOE RECORDER 
combining THB SHOB RETAILER, Novy. 28, 1931. . 



























os 9 


i Cal 4 








Through the Store Windows 


Window Displays Create Impressions That Cause Decisions to Buy 


NEW IDEAS SKETCHED BY RECORDER ARTIST 


Nos. 1, 2 and 3—Window tables made entirely of 

wood. These tables can be nested as shown or used 

as separate displays. They are from Adler's windows 
on 42nd Street, New York. 


a 


No. 4—A simple display that can be used for stock- 

ings. It is made of wood, the outside of the cylinder 

is lacquered black while the ‘‘V” shaped cut is natural 

finish. This display is used in La Charme Shop, Fifth 
Avenue. 


a 


Nos. 5 and 6—From the Florsheim Shoe Store, 42nd 

Street. These displays are of wood. No. 5 is simply 

a “Z’’ shaped stand, lacquered in black. No. 6 has 
fluted upright supports. 


a 


No. 7—A display from Wise Shoe Store, 42nd 
Street. The half rounds are made of wall board and 
tinted, the cube covered with silver. 


a 


No. 8—Similar to No. 7 and shows the variation 

that can be obtained by shifting the half circles—to 

change the effect. This display appears in the window 
of Stetson’s 42nd Street Store. 


a 


No. 9—This is a special fixture from the window of 
Blyn, Fifth Avenue. It has Bakelite tables and metal 


supports. 


ry 


Nos. 10 and 11— These displays are from Mc- 

Cutcheon, Fifth Avenue. No. 10 is constructed of wood 

while No. 11 is made of frosted glass and has a pie 
shaped floor piece of black glass or Bakelite. 


te 


Nos. 12 and 13—Special fixtures from the windows 
of Andrew Geller, Fifth Avenue Store, made of highly 
polished black glass and metal standards. 


A 


No. 14—A window setting from Ovington’s, Fifth 

Avenue. Here again the wall board is used very ef- 

fectively. The floor pieces are staggered to give 
greater display space without crowding. 


a 


Nos. 15 and 16—Attractive and novel displays from 

Stern’s 42nd Street store. Here black glass has been 

set on cubes and frosted glass, half cylinders and 
curved pieces set on top. 
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No. 17—This is a window setting from Saks-Fifth 

Avenue. It is a variation of the battle deck display 

illustrated in a former article. The cylindrical form or 

centerpiece is finished in black lacquer with silver 

stripes and is surmounted by a decorative piece to 
relieve the severity. 
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Tips may be either fab- 
ric, metal or celluloid. 
We recommend the re- 
cently perfected. 


JOSCO FABRIC TIP 


—a small, neat tip that 
will enter any eyelet with 
ease. It has no shoulder 
to catch, scratch or tear 
and is absolutely water- 
proof. 














UNITED SHOE MACHINERY CORP., 


PREFERRED by 





m MANUFACTURERS—because they 


prefer to use laces of proven value. 66 years 


of lace making experience together with 
modern equipment and methods have pro- 
duced a complete line of laces for every 
type of shoe that represents maximum value 


for the price. 


m RETAILERS—because they know the 


sales value of such important little details 





as shoe laces—one of the visible signs of in- 
herent quality in the shoe itself. Shoe laces 
also find a ready sale as replacements and 


pay an attractive profit. 


SHOE LACE COMPANY, LTD. 


(Successor to Joslin Mfg. Co., Established 1865) 


PROVIDENCE, R. I. 
SELLING AGENT 
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a MODERN EQUIPPED STORE SUCCEEDED 
FROM THE START 






According to L. N. Ellsworth of Buffalo, New York, Owner, 
Another Advocate of Grand Rapids Equipment and Service 


WHEN YOU INSTALL “GRAND 
RAPIDS” YOU INSTALL EQUIP- 
MENT THAT SELLS 


A Complete Service, From a Single 
Piece to a Brand New Store 


On September 18, 1931, Mr. L. N. Ellsworth 
whose store is illustrated herein, wrote as 
follows :— 


“I was prevented from having ‘just another 
store’ when your company persuaded me to 
equip my new store in the modern way. As a 
result, I have a store that has been successful 
from the start, and I am glad to have you know 
I consider that your designing service and your 
equipment contributed materially to the success 
and growth of our business.” 


The point is that there’s a new competition 
... that it takes a new set of tools to harvest 
this year’s merchandise crop. Mr. Ellsworth 
engaged the Grand Rapids Store Equipment 
Corporation to remodel his store. Here is 
what he wrote upon completion of the work. 


The Grand Rapids Store Equipment Cor- 
poration is proud of the part it played in 
rebuilding L. N. Ellsworth’s store. And, 
rightfully so. For it is another case that 
proves the soundness of the store modern- 
ization idea. It is another case which proves 
that it takes a certain type of equipment to 
sell merchandise today. 


Equipment That Sells 
Merchandise Today 


Foremost designers and largest builders o: 
store equipment, Grand Rapids is the 
world’s greatest clearing house for retail 
merchandising ideas. Thus, based on the 
latest and most successful developments in 
retail merchandising, Grand Rapids store 
equipment meets today’s merchandising 
conditions. Built by world-famed craftsmen, 
its construction is not only unexcelled but 
its appearance adds to the looks of any store. 





Planned and Equipped by Grand Rapids Store Equipment Corporation 





Grand Rapids 
Gets Exclusive Use of Famous 
Claude Neon Lights 


Arrangements have been made between Claude 
Neon Lights, Inc., of New York City and the 
Grand Rapids Store Equipment Corporation 
whereby exclusive license is granted to the 
Grand Rapids Store Equipment Corporation 
for the use of genuine Claude Neon tubes (fully 
protected by patents and patents pending) in 
display equipment. This affords the effect of 
daylight and the advantages of longer life and 
a very marked reduction in inside temperature 
of the case. Ask for particulars. 











Another point, equipment built by Grand 
Rapids is styled to harmonize with the 
atmosphere you want to create in your store. 


A Complete Service 


Grand Rapids not only makes every type of 
retail store equipment but, through its 


GRAND RAPIDS STORE EQUIPMENT 


GRAND RAPIDS STORE EQUIPMENT CORPORATION 


Executive Offices: Grand Rapids, Mich. Branch offices and representatives in every 
territory. Factories: Grand Rapids; Portland, Ore.; Baltimore; New York City 


STORE PLANNERS, DESIGNERS, AND MANUFACTURERS OF FINE STORE EQUIPMENT 
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Construction Division, offers a unique 
store building service. This department 
plans and builds new stores, remodels old 
stores or individual departments. 


Note Coupon 


No matter whether you are interested in a 
single fixture, a complete new store or re- 
modelling job, you are urged to.consult us. 
There is no obligation. To get acquainted 
we would like to send you an informative 
and authoritative book on retail mer- 
chandising and store equipment that sells 
called “The Road To Success.’”’ Simply 
send the coupon below. You'll be glad 
you did. 





GRAND RaPIDs STORE EQUIPMENT CORPORATION 
B-11 Madison, S. E., Grand Rapids, Mich. 
Gentlemen: Please send us your book ‘“The Road 
To Success.”’ No obligation. 


Name........ 


Address 


Cily sascenesia 





And just pretend that Sears, Roebuck 
& Company have used up all the avail- 
able highway where these 26,000,000 
cars may run, thus relegating the foot- 
moving public and the old-fashioned 
type of window to us. It couldn’t be 
done. There are 3,030,000 miles of 
good roads in these United States. 
And to seek out a non-paved thorough- 
fare would be the same as committing 
financial suicide. 

Even the Island of St. Helena, made 
famous as Napoleon’s compulsory sum- 
mer resort, has 14 cars, and Morocco, 
seat of the shifting sands and plod- 
ding camels, has a total of 17,300. 

Therefore, it’s impossible to avoid 
the fact that a clientele is motor- 
minded these days. 

Sears haven’t avoided the truth. 
They met it, head on, and immediately 
started out to revise their policy on 
windows. 

Obviously, a public streaking past at 
35 or 55 miles an hour, hasn’t much 
time to read 50 word paragraphs in 
ten-point type on why they should buy 
alligator oxfords this year. Most of 
the time they never even see the alli- 
gator oxfords because they’re snuggled 
up close to the floor where their dis- 
tinctive profiles are entirely lost to 
view. 

So Sears build their displays high in 
the window. 

Not very much is placed on the floor. 

If anything is placed on the floor, it 
is to left and right corners, respec- 
tively, for the intended benefit of pe- 
destrians or slow drivers. 

7. Next, everything is given the full 
benefit of high visibility; goods are 
not only mounted, but mounted on light 
colored panels. Thus, the outline of 
each unit stands out in relief. 

8. What does go on the floor? A big, 
foot-high lettered sign that says (in 
this case) “Sears 45th Anniversary.” 
It is readable from a half block away. 
There isn’t a motorist on the street 
who can help but absorb the meaning. 
The most earnest of backseat drivers 
will seldom fail to grasp the signifi- 
cance of the window, even between 
breaths. 

9. Because it isn’t enough to mention 
just that it is a 45th Anniversary Win- 
dow, other reading matter must be in- 
serted. 

Where? At the head of each panel, 
to describe the merchandise mounted 
thereon. And in the center of the win- 
dow was a large-sized promotion piece 
of some sort—this time it was a giant 
catalog, opened to the pages concern- 
ing footwear. On one page were the 
quaint models of 50 years ago. On the 
right appeared the modish designs of 
the moment. The illustrations were 
easily legible from the roadway. 

And though the wording on the pan- 
els was reduced to a minimum—ap- 
proximately five words per group fea- 





High Visibility Shoe Windows 


_ [CONTINUED FROM PAGE 37] 


tured—the catalog could well qualify 
for the job of getting the window’s 
message across, almost without the 
need of the copy. 

So, Mr. Janes has provided for every 
type of motorist: 

The slowly perambulating individual 
has time to get the entire “drift” of 
the display and to hesitate luxuriously 
over every word, every unit. 

The motorist who progresses along 
the highway more swiftly has an op- 
portunity to see the shoes, read “Sears 
45th Anniversary,” catch a_ swift 
glimpse of the emphasized part of the 
copy, “Low in Prices”—and travel on- 
ward, having a complete impression of 
the spectacle. 

The speed demon is not neglected 
either. As he darts past, head low, he 
hasn’t a chance in the world to miss 
reading “Sears 45th Anniversary,” of 
seeing that there are all kinds of shoes 
held under his very nose. 

But how does he get the feeling that 
the shoes are selling at reasonable 
prices? Of course, he cannot stop to 
digest the price tags as he streaks by. 

10. Mr. Janes has taken care of this 
situation, too. Toward the close of a 
sale, merchandise is massed in the win- 
dow to give the bargain atmosphere. 
Any motorist, then, even faintly famil- 
iar with normal Sears’ windows, in- 
stantly gets the reaction that a sale 
is in progress, due to the wealth of 
merchandise piled into the windows— 
an occurrencé which corresponds with 
occasions when price is the paramount 
appeal. 

The nine-day selling event that con- 
stituted the 45th Anniversary Sale was 
divided up as follows: Two days be- 
fore the event, teaser material was in- 
serted in the windows. By this kind of 
a display, Mr. Janes means one devoid 
of price tickets or background copy. 
Just the shoes mounted on panels. The 
shields and banners carrying the “45th 
Anniversary” insignia. And there are 
big red question marks to further tan- 
talize the audience. 

During the first three days of the 
sale, merchandise (considerably less 
than that detailed in the fore part of 
this article), the price tickets and back- 
ground copy were put in. 

However, for the latter part of the 
week, more merchandise was put in 
to achieve a “stocky” effect and the 
desired bargain atmosphere. 

One panel contained men’s smart 
shoes; one panel carried men’s work 
shoes; a third panel bore little girls’ 
shoes, and the fourth panel had wom- 
en’s shoes. A “Sears Best Seller” ap- 
peared in the lower left and right cor- 
ners of the window. 

11. Hence, store and display man- 
agers receive not only the floor plan 
of the intended display, but also a pre- 
cise list of what fixtures and what mer- 
chandise to have on hand. 
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12. To make it easy and inexpensive 
for directions to be interpreted, the 
cost of the window material has been 
reduced to a fraction of the usual 
cost. Mr. Jester says that fonts of felt 
letters of various sizes and shapes 
make it possible for copy to be written 
out on panels with dexterity and econ- 
omy and excellent effect. There are 
versatile cubes, plateaus and platforms 
which can be shifted around like stage 
scenery. And the crash panels come 
in various widths—from 5 in. to 60 in.; 
the circles, also, have different circum- 
ferences from which to select. 

* * * 

Hence, window technique has been 
reduced to a mere recipe. Two tea- 
spoonfuls of this and a pinch of that— 
and above all, remember that the proof 
of the pudding is in the eating— 

The eaters or window audience, of 
the new age, being motorists. 

Have you provided for your circulat- 
ing clientele? 





Rochester Trade News 


RoOcHESTER, N. Y.—Both manufac- 
turing and leather wholesale trades are 
low, with little prospect of picking up 
for at least another month, according 
to a check on factories here. 

Leather men throughout the district 
as far south as the Pennsylvania line 
and east beyond Little Falls are selling 
cheaply in an effort to unload stock, C. 
Roy Fischer, Rochester leather man, 
said last week. Several leather men 
sighted a pickup in patent leather in 
the wake of a demand for modish shoes 
to accompany women’s woolen wear al- 
ready forecast for Spring. 

George Wilkins, assistant general 
manager of the United Shoe Machin- 
ery Corporation in Rochester, esti- 
mated factories in the region are oper- 
ating at slightly better than 30 per 
cent. Six weeks ago they were run- 
ning near capacity. Cement sole shoes, 
of the type manufactured by the En- 
dicott-Johnson plant at Owego and sev- 
eral Rochester firms, are holding up 
against the lull fairly well. 

Sporadic rain and cold weather has 
resulted in spotty buying by retailers, 
but in general the weather has been 
too unseasonably warm to bring a 
spurt. Retail shelves are not full, but 
nobody is buying quantity orders. 





Increases Production 


BrooKLYN—Knowing that retail 
stocks are extremely low this year and 
anticipating that there will be a last 
minute demand for the better grade 
of house slippers, Best-Ever Slipper 
Co., Inc., of Brooklyn, has increased 
its production to take care of the holi- 
day needs of the retail trade. 

This company is working nights and 
Saturday afternoons in order to give 
the trade prompt and efficient service. 
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COMPARE YOUR FIVE AND SIX! | 
WITH NATURAL BRIDGE for 


INTRINSIC VALUE, SELLING VALUE 
AND SERVICE VALUE 


ANY shoes selling for five and six dollars fall : 

far behind Natural Bridge Shoes in sheer : 
material value—none surpass them. Shoemaking 
skill, experience, large-production economies, and 
fair play combine to build maximum value into this 
line of shoes for men, women and children. ‘ 


The selling value of Natural Bridge Shoes is nation- 
ally known. The greatest single asset of selling 
value is style. In the two hundred Natural Bridge 
patterns available from stock are styles to com- 
pletely cover the basic needs of every merchant in 
every part of the country. 


Complete ranges of sizes and widths make easy fit- 
ting a certainty—and insure thoroughly satisfactory 
sales to both merchant and customer. 


To the Natural Bridge Shoemakers, service means 
the employment of every practical method to assist 
the merchant to greater sales and bigger profits. 


Marvelously efficient in-stock service—national ad- 
vertising—local advertising—dealer helps, and 
other effective means are constantly backing up the 
outstanding intrinsic value of Natural Bridge Shoes. 













The complete line of Natural Bridge Shoes together 
with the new Spring selling plan will be explained 
to you by a Natural Bridge representative. Drop 
us a line, or ask the nearest Natural Bridge sales 
office. 
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DOLLAR SHOES 3 
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MEN'S STYLES 
we: we 
WOMEN'S 
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TWELVE-TIMES 


TURNOVER 
THE NEW ACROSS THE 
BO ARD PRICES ARE— Reports Tom Mulvey, Shoe Buyer of par 


Springfield, Mass., in Interview with 
Evans, Managing Director of Natural Bridge 
NATURAL BRIDGE WOMEN’S SHOES Shoemakers. 
$5.00 retail styles at......$3.25 
$6.00 retail styles at......$3.60 





(No. 1 of a Series) 


NATURAL BRIDGE MEN’S SHOES Mr. Evans: Mr. Mulvey, in considering Natural ve 
Shoes for your department, was there any unusua 
$5.00 retail styles at...... $3.25 seatataniean tal bes ase ice 
$6.00 retail styles at...... $3.85 Ur. Mulvey: “‘Yes—up to this time, our business in 
q this department had been principally in $8.50 and 
: NATURAL BRIDGE JUNIORS $10.00 shoes and we hesitated about adding $5.00 
’ Boys’ and Growing Girls’. . $2.60 pone ie page fearing we would lose much of our 
. . : gher gyade volume.’’ 
i Misses’ (12 to 3)........$2.10 pen :, 
3 Children’s (8% to 11%) $1 85 Mr. Evans; “Did it work out that way? 
Infants’ (5 to 84) ee eee Shee - $1.60 Mr. Mulvey: ‘‘Well, we did lose a little, but the sale 


of nearly four thousand pairs of Natural Bridge 
Shoes representing about $23,000 at retail, was 
practically all new business. 


Mr. Evans: How nany Natural Bridge Shoes did you buy 
in this first six.months’ business ?’’ 


Mr. Mulvey: ‘‘We bought 4,027 pairs.’’ 


Mr. Evans: ‘‘What was your average inventory and your 
turnover ?"’ 


Mr. Mulvey: ‘‘Our average stock was about 700 pairs, 
which will show a yearly turnover of about twelve 
times at an average mark-up of 40%.”’ 


Mr. Evans: ‘‘Has our in-stock service been of value to 
you?”’ 





Mr. Mulvey: ‘‘Yes, This buying included 760 pairs 
ordered in one and two pair lots, all shipped the 


NATURAL BRIDGE SHOEMAKERS day the order was received. 
DIVISION OF CRADDOCK-TERRY CO. ae ga these shoes to be a regular feature 
LYNCHBURG * VIRGINIA Mr, Mulvey: ‘Yes. Natural Bridge Shoes have a defi- 
nite place in our merchandise plan and are fast 
New England Distributors—MelIntosh Co., Springfield, Mass. SRENE eh Se: ae TO CS Bae 
Pacific Coast Branches 


CRADDOCK-TERRY COMPANY 

San Francisco, Cal. Portland, Ore. ‘ JUNIOR 

New York Office—Marbridge Building STYLES 
Chicago Office—Republic Building AL 


* nen | 


Budge Shoes e5 and $6 | 


RETAIL 
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shape 
makes 
a lot of 
difference... 


F’rinstance . . . square peas would be easier 
to eat with a knife . . . round pegs would fit 
in square holes . . . and good shoes would be 
more comfortable (to say nothing of wear- 
ing longer) if they’re in the right shape. 


We'll leave the pea problem to the successors 
of Luther Burbank . . . the pegs to cribbage- 
board manufacturers . . . but we take credit 
for solving the shoe problem with Miller 
Trees. Profitable to the merchant and pleas- 
ing to the customer. 


O. A. MILLER TREEING MACHINE CO. 
BROCKTON, 
MASS. 


MILLER 
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NATIONAL NEWS 





» HOW’S BUSINESS? ¢ 





September Production Drops 


WASHINGTON, D. C.—Production of 
boots and shoes in the United States, 
which took an upward trend during the 
spring and summer months, dropped 
off considerably in September, accord- 
ing to the November bulletin of the 
Federal Reserve Board. 

Using the years 1923-25 as 100, the 
Board’s production index, which is ad- 
justed for seasonal variation, stood at 
96, compared to 106 for August and 
91 for September, 1930. The leather 
products production index likewise 
stood at 96, compared to 104 for 
August and 95 for September, 1930. 

Both factory employment and pay- 
rolls in the boot and shoe industry fell 
off from August to September, the 
board reported. The employment index 
stood at 82.3 for September, compared 
to 85.8 for August and 83 for Septem- 
ber, 1930. The payroll index was 
placed at 66.6 for September, com- 
pared te 75.1 for August and 74.4 for 
September, 1930. 

In the leather industry the employ- 
ment index stood at 75.2 for Septem- 
ber, compared to 78.2 for August and 
81.7 for September, 1930, while the 
payroll index was 71.8 for September, 
compared to 76.9 for August and 82.8 
for September, 1930. 

The leather manufactures industry 
employment index number for Septem- 
ber was placed by the board at 80.9, 
compared to 84.3 in August and 82.7 
in September, 1930. The payroll index 
stood at 67.7, compared to 75.5 for 
August and 76.2 for September, 1930. 





October Production Off 


New YorkK—The New York Hide 
Exchange reports that preliminary es- 
timates place the shoe production dur- 
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SATURDAY, NOVEMBER 28, 1931 


ing the month of October at 25,000,- 
000 pairs against 27,731,000 pairs dur- 
ing October, 1930. The total output 
during the first ten‘ months of the cur- 
rent year, including the preliminary 
estimate for last month, was 277,461,- 
000 pairs, against 268,090,000 pairs 
during the corresponding period last 
year. The decline in the production 
last month was in contrast with the 
almost steady gain in production which 
had been registered during the first 
eight months of this year. . 





Last Works Closes 


ROCHESTER, N. Y.—Rochester Last 
Works, serving the manufacturing 
trade in Rochester for a quarter cen- 
tury, closed its doors last week. It was 
headed by Henry and William Loewer. 





SHOP TALK 


By 
H. F. B. 


Millions are being raised 
For unemployment relief 
And other charities. 

The depression is 
Teaching us all that 
Human values are greater 
Than money values. 


Isn’t there a lesson 
In all this for 
The great shoe trade? 


Proper fitting, good 

Values, real style, 

The good old fundamentals 
Are beginning to mean more. 


It’s all right to make 
Money, but above that 
Is the satisfaction 

Of a job honestly done. 


And the funny thing is 
That if you do a job 
Right, you are quite 
Likely to make money. 
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EVERY WEEK 





Shoe Prices Holding 


WASHINGTON, D. C.—While the in- 
dex number of wholesale prices in gen- 
eral, as computed by the Bureau of La- 
bor Statistics, is still far below nor- 
mal, the wholesale price level for boots 
and shoes remains some distance above 
the average. 

On the basis that average wholesale 
prices in 1926 equalled 100, the statis- 
tical bureau holds that prices for boots 
and shoes were 93.1 last month, as 
compared with 93.5 in September. 

On the other hand, the Bureau fixes 
the index number of wholesale prices 
of leather at 83.4 for September and 
80.7 for October, and the index for 
other leather products at 101 for each 
of September and October. 

The index for all hides and leather 
products is placed at 84.8 for Sep- 
tember as compared with 82.2 for Oc- 
tober. 

The level of wholesale prices for all 
commodities, according to the Bureau’s 
computations, dropped from 69.1 in 
September to 68.4 last month. 





» TRADE DOINGS 4 








Cutler’s Stay in Business 


CuiIcaGco—On Oct. 16 the daily papers 
carried an announcement that the 
stock, fixtures, etc., of the Cutler Shoe 
Company, Chicago, would be auctioned 
as of Oct. 26. Following this an- 
nouncement, a huge Liquidation Sale 
was held during the week of Oct. 19-24 
which attracted large crowds to the 
State Street store. 

An advertisement appeared in the 
papers of Oct. 25, calling attention to 
the fact that Cutler’s would not go out 
of business. It pointed out that 
arrangements had been made that 
would enable them to carry on. 
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This shoe is 
true to the LAST 


Is the last 
true to the FOOT? 


( F THE shoe doesn’t fit-what good is the style and 
workmanship. Perfect last reproduction distin- 
guishes the well made shoe. The last, however, must 
be RIGHT to start with, in order to obtain a well 
fitting shoe that offers a greater degree of com- 
fort and pleasure to the wearer. The proportions 
that are perfect in the ordinary 4-B last become 
distorted in the larger and smaller sizes. “Hand 
Breaking” has failed to overcome this distortion. 
When you use Coordinated Lasts and Patterns 


If your pattern maker cannot every last and every pattern is a perfect model 
supply you with pawns regardless of the size up or down from the 4-B 
pose desis d he oil rn model.” There is a perfect grade between every 

Remanadieleanss size and width, with the same heel tread and the 


same toe spring in all sizes and widths, through 
the whole size scale. 


COORDINATED LASTS and PATTERNS 











a 














UNITED LAST COMPANY «+ BOSTON « MASS. 
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Twin-Cities Trade Organizes 


St. Paut—First steps were taken at 
a meeting this evening in the Hotel 
Saint Paul for an organization of the 
retail shoe trade to meet monthly, com- 
posed of managers, assistant managers, 
owners and sales people. At the De- 
cember meeting articles and by-laws 
will have been prepared by the officers 
for presentation for action by the mem- 
bers. This organization will take the 
place of one that met three months in 
the year and made up of all persons al- 
lied in the trade. About 75 were pres- 
ent. 

The officers chosen are: President, 
H. F. Schwandt, manager of the wom- 
en’s shoe department for M. L. Roth- 
schild & Co., St. Paul; vice-president, 
Miss Emmy Lou McNeal, Minneapolis, 
sales girl for Powers Mercantile Co.; 
secretary, H. S. McIntyre, Minneapolis, 
secretary of the Northwestern Shoe 
Retailers Association; directors, Her- 
bert Powers, sales department at the 
Emporium store, St. Paul; Ted 
Schwandt, assistant manager of the 
Emporium; E. Reimer, sales floor, 
Powers Mercantile Co., Minneapolis; 
Oscar Olson, Home Trade Shoe Co., 
Minneapolis. 


Shoe Show for Children 


LOUISVILLE, Ky, — Kaufman-Straus 
Company has been given the Louisville 
agency for the Billiken shoe for chil- 
dren. They helped to introduce the 
line with a free picture show on Satur- 
day morning at Loew’s Theater, includ- 
ing a film depicting the history of shoes 
from the cave man to the Billiken shoe. 
for children. 

About 2000 children were present, in 
spite of raw and rainy weather, and 
all sat spell bound while the picture 
was being shown and explained. 








Shoe Store in New Arcade 


YOUNGSTOWN, OHIO—In the new: 


Federal Arcade, Youngstown, recently. 

















They Want to Know Where to Buy 








RECORDER subscribers daily ask us where 
to buy shoes and many other items con- 
nected with the operation of their stores. 
Following are some of the inquiries received 
this week. 


Parties interested in supplying these wants 
should address The Inquiry Dept., BOOT & 
SHOE RECORDER, 239 West 39th St., New 
York, N. Y. 


In no case will the name and address of 


the merchant writing to us be given out. 
The RECORDER however will forward all 
letters and catalogs promptly to the in- 


quirers. Please refer to code identifying 
number. 
N 505. Window displays already made up, 


for Christmas, etc. (2) 
Cash carrier systems. 


Line of women’s popular priced 
sport oxfords. 


Men’s cheap work shoes. 

Used or second hand X-Ray machine. 
Men’s shoes with mesh cloth vamps. 
Cartoon labels. 


Men’s white canvas leather soled 
oxfords for a drill team. 


Men’s and women’s ski boots. 
Ladies’ pearl elk moccasins. 
Women’s silk hose to retail at $1.00. 
Terry cloth bath scuffs. 


Men’s black kid, plain toe bals to 
retail at $5. 


N 507. 
N 508. 


N 509. 
N 510. 
N 511. 
N 512. 
N 513. 


N 514. 
N 515. 
N 516. 


N 517. 
N 518. 
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opened, and housing some 20 shops, is 
Brody’s Arcade shoe store and the 
Arcade Shoe Repair Shop. Brody’s 
new store is one of the most attractive 
in the downtown shopping district. 





To Continue Bullett Store 


BurFaLo, N. Y.—Ellen  Bullett, 
Frank L. Deline and Ruth Bode as 
executors and trustees of the estate of 
the late Harry S. Bullett, who for more 
than 25 years conducted a retail shoe 
store at 56 East Seneca Street, have 
filed an assumed name certificate of 
Bullett’s Shoe Store so that the busi- 
ness can be continued without inter- 
ruption pending the probate of the will 
and the final distribution of the estate. 


Kid Tanners Adopt Slogan 

NEw YorK—The Kid Group of the 
Tanners’ Council of America has ap- 
proved the phrase, “Kid Flatters the 
Foot,” as an official slogan for the use 
of its members. 

As a result leading kid leather pro- 
ducers will simultaneously and consis- 
tently employ the slogan in all of their 
individual advertising. 

The slogan is based on the well- 
known faculty which kid has for mak- 
ing the foot look smaller, due to its 
lightness, fine grain and excellent fit- 
ting qualities. 

Use of the new slogan will be an in- 
tegral part of all future promotion by 
the group members, who comprise the 
principal kid leather tanners of the 
country. 
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TRADE MARK 








Scientific Health Shoes 
lea 

« forChildren , 
Insure Normal Feet 


91 
Different Sizes 
Ato D 
Be Prepared—Sales 


are often lost for 
lack of a size, not of 
a style. All orders 
filled promptly 

The -only _ exclusive 
Goodyear Welt organi- 
zation in the St. Louis 
district. 
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"THE JUVENILE SHOE CORPORATION 
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OF AMERICA 
MISSOURI 
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BLUCHER SHOE 


Style 100—Patent Leather. 
Style 101—White Elk, 


White Welting. 


Style 103—Light Smoke Elk. 
Style 104—Coffee Elk. 

8144/1144 A-B-C-D.......... $2.15 
5144/8 B-C-D 


ere Teeee es 
Gold Spot Sole, Wedge Heel. 


3/5 C-D, Flexible Buck Sole. .$1.45 
Send for Our Complete Stock Catalog 


Our terms are 5/10 days, net 30 days. 
West of the Rockies and East of the 
Alleghany Mountans 5/20 days, net 40 


days. 


See Our Display at N. S. R. A. Con- 
vention in Chicago, Jan. 4-5-6, Room 


831, Palmer House 
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WHERE TO BUY: 
Men’s Shoes 


6 ee 


IN-STOCK 
MEN’S GOODYEAR WELTS 


Durable composition soles 
STOCK NO. 


2964 
Blk. Side 
Oxford 


Other 
Styles In-Stock 


12 pair cases—Sizes 6% to 8%—6/9—6/10 
Price $1.60, 5%—30 
206 Essex St., 


DEVOLDER BROS. ™Soston 





“A MAN’S DECISION” 


THE 


Boston—183 Essex Street 
N. Y.—915-917 Marbridge Bldg. 





eee 
FITTING AND QUALITY BUILD NEW STORE 
Sinaia 


“Fitting service coupled with quality,” says Jack McKendrick of Salt Lake City, “is 
the answer to the steady growth from a small store on a side street to a modern shop 


on Main street.” To prove his point Jack displays this picture of his new store. 


He 


carries a comprehensive line of quality shoes, including Stetsons, which he has handled 
since 1915. 








a er ein 


Phen 





ror MEN 
M. A. PACKARD CO., Makers 
BROCKTON 


NETTLETON 
Shoes of Worth 
A. E. NETTLETON CO. 


H. W. COOK, President 
Syracuse, N. Y., U. S. A. y 
MEN’S FINE SHOES EXCLUSIVELY 











Stacy Adams Co. 
Manufacturers of 
MEN’S FINE 


SHOES 
Brockton, Mass. 























EAST WEYMOUTH,MASS. U.S.A. 





A. C. Lawrence Acquires Mulford 
Interest in England, Walton & Co. 


New YorK—England, Walton & Co., 
Inc., the A. C. Lawrence Leather Co., 
Spencer K. Mulford, Spencer K. Mul- 
ford, Jr., and John B. Mulford have 
announced the purchase of the Mulford 
stock interest in England, Walton & 
Co., Inc., by the A. C. Lawrence 
Leather Co., and the retirement of 
the Messrs. Mulford as officers and 
directors of the corporation, effective 
Dec. 15, 1931. 

Coincident with this change, the 
headquarters of the company will be 
transferred to 11-17 Melcher St., Bos- 
ton, Mass., doing business under the 
same corporation name, England, Wal- 
ton & Co., Inc., with S. N. Nectow as 
vice-president and general manager. 

Representation and service to cus- 
tomers in the Philadelphia district will 
be continued at Third and Vine Streets, 
Philadelphia. 

England, Walton & Co., Inc., will 
continue to produce the same high qual- 
ity sole and belting leather at their 
present tanneries and cutting plants. 
The company feels that under these 
conditions and locations it will be able 
to render a more economical and effi- 
cient service to its customers. 


Coward in Empire State 


New YorkK—The James S. Coward 
Shoe Company has leased two large 
units on the street floor of the Thirty- 
fourth Street side of the Empire State 
Building and will shortly open the third 
branch of the company in this city. 
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The only other retail shoe store in the 
building is the Stetson store, already 
opened. 


Plan to Re-Open Elam Factory 


ROcHESTER, N. Y.—With all facts on 
the company’s standing in their hands, 
a committee of creditors of the F. S. 
Elam Shoe Company, one of Roches- 
ter’s oldest manufacturers, last week 
set to work to devise a plan for re- 
storing the firm’s credit standing and 
reopening the factory, which closed 
two weeks ago. 

Appointment of the committee fol- 
lowed a meeting called by President F. 
S. Elam, in which he frankly explained 
business was too poor to justify run- 
ning the plant further into debt. 
Rather than take any immediate ac- 
tion, the creditors voluntarily named 
the committee to study the situation 
first. 

Meanwhile, Elam is devoting himself 
to the Seneca Shoe Company, manu- 
facturer of infants’ stitchdowns and 
turns, of which he is president. H. E. 
Buckland is associated with him in the 
enterprise. 


Novel Display Idea 


CuIcaco—The I. Miller store on 
State Street is using an unusual means 
to call attention to the heels of the 
shoes on display in the window. A 
mirror about 18 inches long and 4 
inches high is set behind each pair of 
shoes. It is tilted backward slightly, 
so that the observer may view the 
shoes, particularly the heels, from the 





front and back at the same time. 


Boot AND SHOF RECORDER 
combining THB SHOB RETAILER, Nov. 28, 1931 











“TAKE THE UNCERTAINTY OUT OF 
WOOD HEEL MAKING” 


“Take the uncertainty out of wood heel making,” 
was the order given the inventors and operating men of the 
Mears Company. And in spite of extreme price competition 
by heel manufacturers who don’t realize what uniformity 
means to shoe manufacturers, the Mears Company has gone 
steadily ahead, doing more business every year, including 
this year, reducing prices as fast as costs make this possible, 
and making real contributions to development. In fact, al- 
most all the basic improvements which have been made are 
Mears made: 


FIRST: Perfecting the turning-machine to make accurate 
duplication of heel profiles possible. 


SECOND: Perfecting automatic groovers to make the 
breasts of heel blocks uniform and accurate without any of 
the variation present in hand scouring methods used by 
others. 


THIRD, and so on: Dozens of minor but important im- 
provements or inventions in grading, doweling, breast slot- 
ting, concaving, measuring, inspecting, conditioning, hand- 
ling, packing, etc. 


THE AUTOMATIC SPOOLING 
(or Rounding) MACHINE 


’ to now rounding (or spooling) 

of tops has been done by hand -~ 

the corners have been “knocked snibanaeaen 
off”, and no matter how skilled 

the operator, uniformity of shape 

has been impossible. 


NOW rounded tops or unique 
shapes can be made in volume THE NEW MEARS 
production with almost perfect MONOSPOOL 


uniformity. MECHANICALLY SPOOLED 


Therefore, more of the uncer- 
tainty has been taken out of 
heel making! 


All Mears (and associated) plants are being equipped to make Monospools. 


FRED W. MEARS HEEL COMPANY, INC. 


book fer AUBURN, ME. - COLUMBUS, O. - ST. LOUIS, MO. - AUBURN, N. Y. 
this trade-mark , ? 
Associated Companies 


onevery heel seat CONWAY WOOD HEEL COMPANY, CONWAY, N. H. 
MERRIMACK WOOD HEEL COMPANY, SALEM DEPOT, N. H. 
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WHERE TO BUY 
Men’s Shoes 


SEA Ee ee 








warwis°O, 


In Stock Service ce: § 
F. M. HOYT SHOE CORP. 





Manchester, NH.” 






ciel cache elle eal hal alae tell chlo 


WHERE TO BUY 


Men’s and Women’s 


Slippers 


6 Fh EE PE 


$3.25. 


Ne. 1437—T, 
Kid Everett 
$2.35 


o 


$2.00 to 


THIRTY LINE 
IN STOCK 


EVANS’ SON CO., Wakefield, Mass. 










o 








Men’s Hand Turned Slippers 


ROMEOS EVERITS OPERAS 
ALL LEATHERS $2.00 TO $2.50 
GOLDEN BROWN KID — IN STOCK 
ROTH SHOE COMPANY 


50 N. FOURTH 8ST. 


MANUFACTURERS 
PHILADELPHIA 








- 











w. 


8. CHASE & SONS, INC.. 
BAVERHILL, MASS. 
Men’s Full Leather Lined 
u Slippers 
Priced from $1.85 
Kid Pullman Slippers, 
colors and Black with 














HORCO SLIPPERS are made better— 
and sell better—than any other slippers 


on the market in 
Samples on Request 


class. 
VINCENT HORWITZ CO., Inc. 
64-76 W. 23rd St. 


the popular price 





New York City 











1500 KIDS AND THEY ALL WEAR SHOES 





When Cassidy’s Brownbilt Shoe Store in Hanford, Cal., recently gave a children’s theatre 

party the response filled the theatre. Over 1500 kids were Buster’s guests that day, and 

a lot of kids couldn’t: get in. “Believe it or not,” says Cassidy, “every one of those kids 
was wearing shoes.” 











» ABOUT PEOPLE ¢ 





Livingston Heads Fyfe Co. 


DetroIr—R. H. Fyfe & Company 
has elected William T. Livingston as 
new president to succeed the late Rich- 
ard H. Fyfe. Livingston has been with 
the Fyfe Company for many years, 
starting from the bottom of the or- 
ganization. At the same time, A, O. 
Day, who has likewise been at Fyfe’s 
for a quarter of a century, was pro- 
moted to the position of vice-president 
and general manager. 


Foster Heads Hospital Drive 














New YorkK—Fred E. Foster of the 
Richard Young Company has accepted 
the chairmanship for the appeal of the 
United Hospital Fund of New York 
in the leather and hides trade. Last 





year the leather and hides trade con-: 
tributed $1,020 to the United Hospital 
Fund for the support of the free work 
in its 55 member hospitals. During 
1930 these institutions gave 1,800,000 
days of free service to the sick poor. 
It is estimated that their requirements 
this year for carrying on this free ser- 
vice will approximate $5,000,000. 





Earl White Made Manager 


AKRON, OH1I0—Earl White, manager 
of Koplin’s Specialty shoes and Beverly 
Shops, has been named manager of both 
shoe departments at Byron’s, newly 
opened S. Main Street department 
store. White has been identified with 


retail shoe merchandising in Akron 
since 1917, 
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Burglars Steal Safe and $7,000 


CoLumBus, OHIO—A 400-pound safe 
of the Gilbert Shoe Co., retail concern 
at 210 East Town Street, was stolen 
from the store Sunday evening, Nov. 8, 
and about $7,000 in cash was the esti- 
mated loot. Entrance was gained by 
forcing a rear window. The burglars 
made an unsuccessful attempt to blow 
the safe, as was shown by burglar 
tools. The loss is covered by insur- 
ance, according to Manager Harry Ro- 


senthal. 





Peek Back with Williams Store 


BIRMINGHAM, ALA.—After an ab- 
sence of several months from the new 
Williams store, Roy Peek has returned, 


and is now the active manager of the 
shoe department of that establishment, 


1911 Third Avenue. 





DATES AHEAD 


Annual Convention, National Shoe Retailers’ 
Association, Chicago, January 4, 5 and 6, 1932. 

Annual Convention, National Shoe Travelers 
Association, Milwaukee, January 8 and 9, 1932. 
Boston Shoe Show, Hotel Statler, Boston, Jan- 
uary 11, 12 and 13, 1932. 

Middle Atlantic Shoe Retailers’ Association 
Convention, Hotel Adelphia, Philadelphia, Jan- 
uary 18, 19 and 20, 1932. 

Northwestern Shoe Retailers Association Con- 
vention, Hotel Saint Paul, St. Paul, Minn., Jan- 
uary 18, 19 and 20, 1932. 

Joint Conventions of Texas and Oklahoma 
Shoe Retailers Association, and Southwestern 
Shoe Travelers’ Association, Adolphus Hotel, 
Dallas, January 24-27, 1932. 

Annual Convention and Style Show, Indiana 
Shoe Travelers Association, Claypool Hotel, In- 
dianapolis, February 1 and 2, 1932. 
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WITH 


LITTLEWAY LASTING 


THREE WAYS 
SOLE ATTACHING 


ARE POSSIBLE 


| CHAIN STITCH (McKAY SINGLE THREAD) 
| | CEMENT PROCESS 





LOCK STITCH (DOUBLE THREAD) 


THE LOCK STITCH SEAM IS POSSIBLE 
BECAUSE OF THE ABSENCE OF SIDE 


LASTING TACKS IN LITTLEWAY LASTING 


THE LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASS. 
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WHERE TO BUY 
Shoe Forms 


AAA hh PS PEP 





I Farry Jor ms| 
FOR SHOES AND HOSIERY 


made from white, 
transparent or colored 


FAIRYLITE 
Shoe Form Co. Inc., Auburn,N.Y. 


A 


WHERE TO BUY 


Children’s Footwear 


A 6 ee ee re 





PATENTED 


ROBA» 
SHOES 


Finest Quality Children’s Shoes 





Manuf d ly since 1892 
by 
SHAFT-PIERCE SHOE CO. 
FARIBAULT, MINN. 








MRS. DAY’S IDEAL BABY 


SHOE CO. 


Soft Soles — Inter- 
mediates. Hard 
Soles— infancy to 
four yeare! 


Danvers, Mass. 











Children’s Fine Goodyear Welt Shoes 


Made by 
THE GILBERT SHOE CO. 
THIENSVILLE, W'S. 














High Grade Goodye 
wilt Shoes in Stock. 





Wiswell-Treanor Shoe Mfg. Co. 
Cedar Grove, Wis. 


Rochester Election Dec. 19 


ROCHESTER, N, Y.—Coincident with 
launching a membership drive where- 
by they hope to increase their roll by 
at least 50 per cent, members of the 
Rochester Association of Traveling 
Shoe Salesmen last week named two 
tickets for their annual election of offi- 
cers Dec. 19. 

A. J. McLeod, who refused to run for 
reelection to the presidency after serv- 
ing in that office for eight terms, took 
charge of the membership drive. His 
place on the ticket was taken by James 
P. Beatty, recently retired after near- 
ly a half-century of service with the 
C. P. Ford Company, and himself a 
past president of the travelers. G. A. 
Schwab, past president of the national 
association, was named to run with 
him for vice-president. 

Fred S. Brill and A. C. Edson were 
nominated to oppose the ticket for 
president and vice-president, respec- 
tively. Clark B. Rowley, veteran sec- 
retary and treasurer, was nominated 
to succeed himself on both tickets. 





Indiana Travelers Plan Show 


INDIANAPOLIS, IND.—The Indiana 
Shoe Travelers Association has named 
the following committees to take 
charge of their annual convention and 
style show, Feb. 1 and 2, which will 
be held at the Claypool Hotel in In- 
dianapolis: 

Program committee—A. F. McCord, 
chairman; William Risher, C. L. Fore- 
man, George Hewitt. 

Publicity—Fred Naegele, chairman; 
Joe Warrender and John Honaker. 

Style show—wWilliam Risher, chair- 
man; Jack Adams and William Morris. 

Entertainment—Homer Beals, chair- 
man; E. Smelzer and Mark Meyers. 

Finance—H. O. Warren, chairman; 
George L. Tovey and Joe Warrender. 

Correspondence—F.. M. Brown. 

Sergeants-at-arms—A. F. McCord 
and C. L. Foreman. 

Many reservations have already been 
made, and from present indications the 
1932 convention will be one of the 
biggest conventions held under the aus- 
pices of the association. The annual 
dance in the assembly room and the 
giving away of an automobile on the 
night of Feb. 2 will conclude the con- 
vention. 


Sees Better Business Coming 


PHILADELPHIA—Augustus C. Mills, 
representative for the Colonial Tan- 
ning Co. in the Pennsylvania terri- 
tory, has been upstate this week and 
also to Baltimore and Hagerstown. He 
reports that the shoe factories are now 
very close to the time when they will 

















again be running normally. 
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>» ON THE SELLING END « 


News of the Travelers and Sales Activities 





To Travel South for Red Cross 


D. E. Kessler, 
well-known Cin- 
cinnati shoe trav- 
eler, has just 
been appointed 
southern  repre- 
sentative of the 
Red Cross divi- 
sion of the new 
United States 
Shoe Corp., cov- 
ering the entire 
South with the 
exception of Ken- 
tucky. He will start on his initial trip 
with the Red Cross line about Dec. 1. 

“Dave,” as he is popularly known 
to his retail shoe friends in the South, 
is enthusiastic over his new connection, 
and is sure to hold up his end on the 
new selling organization of the Red 
Cross unit of the United States Shoe 
Corp. 

Mr. Kessler has a wide acquaintance 
throughout the southern territory, hav- 
ing covered the trade in that section 
for more than a score of years. Dur- 
ing his extended service in the shoe 
industry, he has made few changes 
and practically all of his selling efforts 
have been in behalf of Cincinnati in- 
stitutions. 





D. E. Kessler 





Ragland with Wall-Streeter 


ATLANTA—“Senator” Ragland, for 
the past year connected with the Bona 
Allen Shoe Co. at Buford, Ga., has 
resigned to accept a position with the 
Wall-Streeter Shoe Co. of North Ad- 
ams, Mass., makers of “Foot Pals.” He 
will be Southwestern representative of 
the company. 





McDonald Joins Menihan 


ROcHESTER, N. Y.—Norman Mc- 
Donald, who once traveled in the East 
for Utz & Dunn, last week joined the 
sales force of the Menihan Shoe Com- 
pany to cover the South. 





Northwest Pep Meeting 

MINNEAPOLIS—Close to 200 members 
of the shoe trade in this vicinity turned 
out Friday, Nov. 18, at the Hotel St. 
Francis, St. Paul, for the second pre- 
convention pep meeting under the 
auspices of the Northwestern Shoe Re- 
tailers’ Regional Association. Plans 
are being consummated for the coming 
convention and considerable progress 
in arranging the program was reported. 
Indications point to a record breaking 
convention in January. 


—_—_—_—_—_—_—_—_—_————— 
> THE PURPOSE OF BUSINESS IS PROFIT 4 
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TRADE MARK REG US Bar OFF 


~~“ SHOE LACES ARE AS 
DEPENDABLE AS THE RISING SUN 


No. 3278 No. 3590 No. T6414-88 No. T5243-88 No. T4253-60 


THE DEPENDABLE FIVE 
A COMPLETE SHOE LACE SERVICE 


3278—Mercerized Tubular 

3590—Mercerized Tubular 
You can please the most particular customer with 3278 
and 3590. 

T-4253/60—Rayon Tubular 

T-4253/88—Rayon Tubular 


The women of America have been buying these two num- 

bers for many years. Both laces are always furnished in 

colors to match the prevailing popular sesanueaien 
T-6414/88—Bemberg Tubular 

Women everywhere know the story of BEMBERG. It 

has the crunchy feeling of real silk and will outwear it. 


Bemberg is man’s closest approach to real silk, and the 
Yulshone, Bemberg lace sells for considerably less than 


real silk. ” 
* 


For satisfied customers and steady repeat busi- 
ness you’re there with the dependable five. 
They sell on quality and dependability not on 
price. 
* 
ASK YOUR JOBBER FOR PRICES! 


READING 
PENNSYLVANIA 
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WHERE TO BUY 


' Skating Shoes 
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GTHEO 
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WHERE TO BUY 
Ballet Slippers 





Brace Erp kip * 


stock = * 


Send fer catalogue and prices. 
W.M.KILLORAN = ®* |, Lynnficid, 


La 











In Stock Black Kid 
Ballet Right and Left 
Last 
Ladies’ $1.20 pair 
Misses’ $1.15 pair 
Childs’ $1.10 pair 
BLOG SHOE CO., INC. 
147 Duane Street 
New York City 


PROFIT PRINCIPLE No. 9 


Copyrighted and reprinted by permission of Nati 


Every time a substan- 
tial order is bought, one 
of the first things to do is 
to reckon what gross 
profit that order will re- 
flect if sold out complete 
at retail. 
per cent on paper it would 
probably mean 30 per 
cent, or less, in the clean 
up. If it figures 40 per 
eent it will probably yield 
35 per cent. 


Sales 


Sales 


If it figures 35 Cost of 


1 Shoe Retail 





GROSS PROF 


i elaatae 
36000 34000 


24000 
veld) 


33% 


c-Telele) 
r@reree) 


29.5% 








Cold Feet Will Need 
Warm Footwear 
[CONTINUED FROM PAGE 19] 


leather or soft padded leather soles. 

This type of footwear is extensively 
advertised during Christmas season. 

Spats now have a place in the store 
and are classed staple merchandise. 
More men wear them, not so much for 
appearance as for ankle warmth. They 
have been selling this season at $1.50. 
All over leather bound is the only added 
feature this season. 

In the women’s and children’s de- 
partment, Juliets and Everett felt slip- 
pers for women in assorted standard 








HARD TOE DANCING gaLlhPuRs 
rik mie 62.80 
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WHERE TO BUY 
Dancing Shoes and Taps 


om ooo | 


PROFESS! 

* KENDALL’S -P°°UiSo""" 

Style No. 1! Patent Lea. 

Women’s 2 to 8, B and C 

“Misses’ 11 te 2, B and C 
$1.90 





8 Ne. 12 

lack Kid 
Women’s 2 te 8, B and C 
Misses’ 11 to 2, B and C $1.65 


KENDALL SHOE COMPANY 
HAVERHILL, MASSACHUSETTS 











¥ * 











|| We Give Eagle Stamps\|—— | 
“HERE'S THE STORE THAT REALLY FITS YOU” ’ 


Police 


“For Heavy Duty Wear” 








Beautiful fabric patterns of 
brown, gray or black. Strap snap 
fasteners. Cuban or low heeis. 
Sizes 
3to8 s2 
Children’s Sizes, 
brown or black $2 


: Buckle Arctics 


Men's 4-Buckle, 
Rubber or Cloth ... $400 
Men's |-Buckle, 
Rubber or Cloth 


Boys’ t-Buckle, Cloth B-©® 
Ladies’, Misses’ and Child's 
1-Buckle, Cloth— ” $4 25 
Special. 























How Charlie Williams of St. Louis 
advertises cold weather specialties. 
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colors are featured with leather soles 
and rubber heels, to sell at $1.25, chil- 
dren’s at $1.00. They are advertised 
extensively the month of December. 

Other merchandise in this depart- 
ment: 

Ladies’ warm lined black kid high 
shoes. 

Ladies’ warm beaver top black kid 
high shoes. 

The two shoes above are advertised 
when it becomes cold and wintry un- 
der the slogan “We Cure Cold Feet.” 

Ladies’ rubber footwear with pat- 
ented fasteners—colors tan and gray. 
Children’s are in tan only. 

Ladies’ cloth gaiters, brown, gray 

or black with patent fasteners, brown 
or black cloth gaiters for children. 

Ladies’ storm rubbers, all styles, all 
heels. Ladies’ one-buckle arctics. Chil- 
dren’s red top rubber boots. 


The Merchant’s Great Problem 
[CONTINUED FROM PAGE 28] 


merchants attending the meetings will 
know first hand “‘what’s what” for the 
entire Spring and Summer season. 

Another important feature will be 
the round-table sessions dealing with 
the practical merchandising problems 
of shoe retailing. These sessions are 
for the rank and file of merchants, or- 
ganized as “open forums.” 

Every shoe retailer in the country, 
whether he be a member of the N. S. 
R. A. or not, is not only invited to this 
great convention, but is urged to come 
and take an active part in all convention 
proceedings. Non-members will re- 
ceive the same courteous attention ac- 
corded to members in viewing the dis- 
plays of manufacturers and in regular 
convention sessions. 

Arrangements have been made for 
special reduced rates on all railroads 
in the United States and Canada. 
Those attending the convention will pay 
full fare going, have their tickets 
validated at N. S. R. A. headquarters, 
Palmer House, during the convention, 
and pay half-fare for the return trip. 
Return tickets will be good for 30 days 





from date of departure from home. 
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A NEWLY perfected spread- 


ing device and rod with square 
threads of large pitch insure easy 
and accurate action. Blocks are 
of fully seasoned rock maple, 
and are shaped and finished as 
carefully as a last... Corn and 
bunion plates supplied with 
every stretcher. 
Every retail shoe store should also be 
equipped with the GAC Instep Stretch- 
ets, GAC Toe Raisers, and the Climax 
Shoe Stretchers for women’s high heel 


shoes. We also supply.the well-known 
Repco Shoe Stretchers. 


United Shoe Machinery Corporation 


BOSTON, MASSACHUSETTS 
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WHERE TO BUY 


Bowling Shoes 








BOWLING SHOES 





Btyle No. 265 Professional 
In-Stock Model 
Right Foot— 
Rubber sole and 
rubber heel 
Left Foot— 


Buckskin sole and 
rubber heel 


BROOKS SHOE MFG. co. 
Swanson and Ritner Streets, oe Pa. 














WHERE TO BUY 


Dancing Sandals 











DANCING SANDALS 
' (ALSO USED IN GYM 


ES) 
Ne. 188.-—Made in 1, 
or black suede. Poy 3 
in black kid. Pearl and tan 


carried in stock. Price, 
70¢. oe Blue, Green 
and Purple, 85¢e. 









eneens | snes are, COMPANY 
Ritn » Philadelphia, Pa. 














WHERE TO BUY 
Spats 





PEL Pic? POU BY¥ OV bic BuW 3 


BOND STREET 





Best known, most de- 
manded line. Styled in 





rs. 

powerful radio odvertising 

over a Columbia Broad- 

casting System network— 

Supported by strong mer- 

sd chan ndising helps, attrac- 
tive packages, etc. Immediate delivery stock. 
Write for samples. 






THE pWILLIAMS MFG. COMPANY 
. Ohio, U. & A. 


OO ho LN Lio 





WHERE TO BUY 
Work Shoes 











Of white shoes there was a plethora. 
Apparently the stage is being set for 
one of the biggest of white seasons. 
In addition to the all-white shoe, usu- 
ally of the open-work oxford or sandal 
type, there were many whites with col- 
ored trimmings. 

In presenting the new lines of eve- 
ning shoes the designers had appar- 
ently worked without restraint. Pat- 
terns ran all the way from the opera 
pump to the extreme skeleton type of 
shoe, which was little more than a sole 
with a few intricately placed straps to 
hold it on the foot. Many of these has 
no toe covering and no heel counters. 
In the higher priced lines of evening 
shoes the tendency seemed to be toward 
more foot covering than was evidenced 
in the cheaper lines. In the high grade 
lines of evening shoes the cut-out 
spaces were filled in with metal mesh 
or other lightly woven and airy mate- 
rial, giving the light effect but at the 
same time covering the foot. 

On the mezzanine floor of the Com- 
modore there were exhibited in five 
large glass cases complete ensembles, 
assembled under the direction of Kate 
Arlene Goldstein, shoe stylist. One was 
a spectator sports outfit of beige silk 
with a blue kid belt and shoes of white 
buckskin trimmed with the same shade 
of blue. 

A second ensemble, for town, was a 
dark blue woolen suit, trimmed with 
metal buttons and shown with oxfords 
of navy blue kid also ornamented with 
metal buttons. White hat and gloves 


Manufacturers’ Open Show 


[CONTINUED FROM PAGE 15] 









and a red and white blouse completed 
this costume, giving the tri-color ef- 
fect. 

For afternoon a beige costume was 
shown, with dark brown accessories, in- 
cluding apair of T strap slippers of 
dark brown kid with beige trim. 

An active sports costume of yellow 
was complemented with all white sports 
shoes, and the evening gown of white, 
with its red jacket was completed with 
white crepe evening slippers. 

There was more shoemaking educa- 
tion brought together in the United 
Shoe Machinery Corporation exhibit on 
the mezzanine at the Hotel Commodore 
(during the National Boot and Shoe 
Manufacturers’ “First National Sea- 
sonal Opening and Display Week”) 
than ever before in such a small place. 

Various processes of shoemaking 
were shown on full boards approxi- 
mately five by seven feet in size and 
comprised mounted shoes in process of 
construction, beginning with the pegged 
shoe and following in order stated: 
pegged, standard screw, stitchdown, 
McKay, Littleway, turned, cemented 
and Silhouwelt. A 40 foot welt exhibit, 
showing the small mannequins operat- 
ing machines and tying machines up 
with the shoe as it goes from the ma- 
chine illustrated was a portion of the 
exhibit. 

Shown in beautiful cases both in the 
center and spare wall space were 200 
of the choicest ancient shoes from the 
famous United Shoe Machinery Cor- 
poration collection in Boston. 








Practical Selling Ideas 
[CONTINUED FROM PAGE 384] 


Eugene, Ore., has evolved a plan 
whereby he gives a present free to all 
after a certain amount of money has 
been left in his store. This idea of a 
premium on purchases is peculiarly 
adaptable during the holiday season. 

* * * 


Unusual patterns in smart slippers 
and hosiery, all boxed in attractive 
Christmas packages, backed up with 
some strong publicity stressing the idea 
of giving footwear in street, dress and 
novelty styles which will positively be 
appreciated, is the outlined program of 
R. W. Manning, Everett, Wash., shoe 
merchant. This one should surely click 
100 per cent. 

* a 

Christmas bonds and slippers will be 
majored in the Burlington, Vt., daily 
ads, says B. J. Boynton. 

* ~ * 

A special in the shape of a box of 
Christmas cards with each pair of chil- 
dren’s shoes is being featured in Wau- 
sau, Wis., by the C. B. Mayer Shoe Co. 

* * * 

The Lane Bryant shoe departments 

are selling hosiery this Christmas sea- 
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son -for the first time, and they have 
a very interesting proposition. It is 
a special of three pairs of $1.25 hose 
packed in a gift utility box, all for 
$3.00. The compartment boxes are 
quite desirable in that they are made of 
wood and have a picture under the 
hinged glass cover. A prize to the 
three men whose sales are highest stim- 
ulates the interest of the salesmen. 





Miss Berkowitz Advanced 


New YorK—Miss Celia Berkowitz, 
who for the past year has been buyer 
of children’s shoes at Bloomingdale’s in 
New York City, has recently been made 
buyer of all women’s shoes at the same 
store. She will have complete charge 
of both the children’s and women’s shoe 
departments, and has the distinction of 
being the only woman holding such a 
position in a New York department 
store. 

Miss Berkowitz was graduated from 
the New Bedford High School in 1924 
and from Boston University in 1928 
with the degree of Bachelor of Arts. 
Upon the completion of her course she 
was admitted to the training school at 
Filene’s in Boston where, after six 
months, she became assistant buyer of 
children’s shoes. 






rr — es - - —_— oe § 


a et et 
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C. P. FORD & CO., 
ROCHESTER, N. Y. 


Some women would sacrifice style to comfort. Some would sacrifice comfort to 
style. But when we designed ARCHETYPE footwear we made it possible for 
them to have both at once. The demands of style are met and the comfort 
necessary to poise and efficiency is built into the shoe as well. 

Merchants who feature ARCHETYPE tell us that they are priced right so that 
once a woman wears these shoes, he has madc a permanent ARCHETYPE 


C. P. FORD & CO., INC. 


customer. 


Rochester, N. Y. 


DETROIT: Hotel Tuller, Mr. Ray Wegman 
CHICAGO: 1815 Republic Bldg., Mr. Ray McCarthy 
NEW YORK: Marbridge Bldg., Mr. Jack Galway 








CALL 
FOR 


win. Brow m 


Time and again I am called to help 
arrange schedules, tours or shop- 
pingexpeditions point out places 
of interest and furnish directions... 
arrange for the extras that give added 
comfort to guests 

Won t you write me personally and 
let me know how we can be of extra 
service to you? I will be glad to ar- 
range the right 

rooms and have Rates 

a representative 


meet you at the Single, $2.00 
station. Doubl e, $3.00 
ti , 


"9 
1 


Managing Director 


i HOTE kL 


i MES 
SQUARE 


43rd ST, West of BROADWAY, NEW YORF 
RCA Radio in Every Room 














To Shoe Store Owners 
and Managers 


AFREE Booklet 


New Styles i 
SHOP a 


Se for this Book now so you will have it when considering 





seating for your shop. Thirty-two pages of seating sugges- 
tions for modern shops. Helpful and practical. Shows you 
the economy ofinstalling American Interlocking chairs. How they 
beautify your shop. Enable you to comfortably seat more custom- 
ers with greater speed. It will pay you to consult this book be- 
fore buying. Send for your free copy. Use the convenient coupon. 


American Seating Company 
Meda elSectfesiensaye Sco = ga 


General Offices: GRAND RAPIDS, MICHIGAN => 
Branches in All Principal Cities = 


AMERICAN SEATING COMPANY (BS113) 
Grand Rapids, Michigan 


Please send me without obligation, your FREE 32-Page Book, “New 
Styles in Shop Seating.” 
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WHERE TO BUY | Mid-Season Price Madness 


FROM PAGE 17] 


ductions are ineffective and costly, 
whether the price be odd or even. 
These are his thoughts—a good line 


Pullman Slippers 





o_o 





VOLUME USERS 


CE 
Uy 





Retail at $1.95 
The — Pullman Slipper made of 
Genuine Kid leather—black, brown 
=e ie rE - and — ge m4 
variety ported genuine grain 
leathers in all colors. Packed in different 


shaped pouches. 
M. GUSTIN CO. 
j 112-116 Madison Ave., N. Y. 
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WHERE TO BUY 


W omen’s Shoes 


le i le el 











CUSHION SHOES 


FOR WOMEN 
THE JOHN EBBERTS SHOE CO., Inc. 
Buffalo, N. Y. 





Both lines carried in stock. 


FOR MEN 
J. P. SMITH SHOE CO. 
Chicago, Ill. 














WHERE TO BUY 


Riding Boots 





RIDING BOOTS 
IN-STOCK 


For Men, Women and 
Children—also 
Jodhpurs and Field 






Write for catalog. 





[CONTINUED 


our good friend John W. Rodgers, Jr., 
manager of the GERHART SHOE 
CO. Listen carefully to these thoughts 
of his: 

“When our shoes come in they are 
marked from $7.50 to $10.00. Around 
the middle of November if we find 
some numbers have not sold as they 
should have, we advertise specials on 
these at an odd price, such as $5.85 
or $7.85. 

“Then along with these we often run 
some numbers that have become badly 
broken in sizes. In this way we work 
out a good deal of stock that would 
quite likely have to be priced lower at 
the next regular sale period. 

“This plan has been very successful 
with us and we think it encourages 
those who regularly wait for sale pe- 
riods, to buy earlier. We find that the 
| odd price appeals to those looking for 
specials better than the even price and 
our advertising always carried the idea 
that these specials are for the purpose 
of weeding out broken sizes in new 
styles while those styles are still in 
vogue.” F 

Bringing our round of visits to a 
close, we have a very pleasant chat 
with Albert W. Hutchinson, who pre- 
sides over HUTCHINSON’S WALK- 
OVER SHOE STORE, in Portland, Me. 
His experience is that mid-season re- 


of reasoning, too. “It is our policy to 
maintain regular prices except during 
the sale periods. 

“We have made a few departures 
from this policy in recent years by se- 
lecting some particular style that we 
thought ought to be moved quickly and 
running it as a special. We then used 
an odd price to distinguish it from reg- 
ular stock. 

“But our experience was that in or- 
der to put it over we had to make an ex- 
tremely low price. Even then, if it was 
a style that didn’t click, the low price 
wouldn’t move it. 

“We get best results by using the 
P.M. system for we have found that a 
dollar extra commission to the salesmen 
is far more effective than a two dollar 
reduction to the customer.” 

We have noticed that these merchants 
have arrived at their present policies 
through the “trial and error” method. 
Indeed, it seems that life is just one 
experiment after another—at least, life 
in the shoe store. 

So if by these visits we can short- 
cut some of our own trials—by study- 
ing our neighbors’ past experiments— 
we shall have accomplished much. 








Customer Confidence Foundation 
of Children’s Business 
[CONTINUED FROM PAGE 32] 


not strictly a novelty, their life is very 
short, as they do not start to sell be- 
fore the middle of October and must 
be cleaned out by January. If they 
are not cleaned out in that time, they 
will hold over until the next Fall. In 
the case of the real novelties, as the 
reptiles and suedes, they must be 
cleaned out during the season, and 
there is no waiting until the semi- 
annual sale in their particular cases. 
Stocks are kept continually clean by 
means of both P.M.’s and special mark- 
downs on such individual numbers as 
may need drastic action. 

While a certain amount of fancy 
shoes must be carried in limited styles 
and watched very carefully, the major 
part of the stock is by no means neg- 
lected. Those good staples that regu- 
larly sell day in and day out receive 
strict supervision. Merchandising is 
considered of prime importance. And 
this shop can easily boast of a stock 
that is as near 100 per cent salable as 
is humanly possible. 

One very good extra bit of business 
comes from developing of the dancing 
slipper business. This season toe slip- 
pers are off about 5 per cent, while the 
call for tap slippers has increased 85 
per cent over last year. Nearly all the 
dancing schools send in or recommend 








the shoes carried in this shop. 


60 - 


Much more business, however, comes 
through the personal efforts of L. R. 
Clark, Miss Weiner’s manager. This 
man is a specialist in orthopedic work, 
and in the course of this duty contacts 
all the baby doctors, hospitals and foot 
specialists. It is enough to say in con- 
nection with this work, doctors send 
their own children to this store. 

Now for a concrete measuring stick 
of the successful operation of this 
store: 93 per cent of all customers that 
come to buy shoes, buy them. That 
record of only 7 per cent lost custom- 
ers in these days is distinctly unusual. 





Servus Opens New York Office 


The Servus Rubber Co. of Rock Is- 
land, Ill., has opened a New York sales 
office at 200 Church Street, between 
Duane and Thomas Streets, with James 
A. Clark in charge. Mr. Clark has been 
connected with the rubber footwear in- 
dustry since 1925, and from 1928 to 
1930 he was eastern sales manager for 
the B. F. Goodrich Co. 

Mr. Clark will have full charge of 
Servus New York sales. 





Needham Managing Nisley Store 


DALLAS, TEx.—W. E. Needham, who 
hes been in the shoe business for over 
twelve years, has arrived in Dallas to 
become manager of the Nisley Shoe 
store, 1800 Elm Street. Mr. Needham 
came to Dallas from Atlanta, where he 
was manager of a shoe store. 





Boot AND SHOE RECORDER 
combining THE SHOE RETAILER, Nov. 28, 1931 










































s 


























FROM 





Daily The “feel of Man- 
Rates ; 
hattan is here, as 
SINGLE well as luxury of 
$3 appointment. 700 
rooms with tub and 
$5 shower bath, Cir- 
culating ice water. 


Hotel PARAMOUN 


46th STREET WEST OF BROADWAY, NEW YORK 


CHARLES L. ORNSTEIN, MANAGER 


DOUBLE 














Warner Spats 


Nicely Designed 
Good Material 
and Workmanship 


Perfect Fit 


Popularly Priced 
Prompt Shipment 


from Floor Stock Catalogue 


Prices and 
Samples 
on Request. 


made by 
The W. W. WARNER MFG. CO. 


Spat Specialists 


317 Sycamore St. Cincinnati, Ohio 








Tallest Hotel 
46 Stories High 





New Edition 
Shoe and Leather Lexicon 


We are ready to take orders for at once 
delivery of the new and revised Shoe and 
Leather Lexicon. This handy book of 
the trade is in its sixth edition, over 100,- 
000 copies now in use. Price 50 cents. 


Boot and Shoe Recorder 
239 West 39th St. New York, N. Y. 








IN CHICAGO 


sig ly 


World’s 


PRFFITTTIS EL. 


HR LEONARD HICKS 
Ht Managing Director 


The extra attention given to the needs of guests 
will favorably impress you. Nearest to stores, 
offices, theatres and railroad stations. Each 
guest room is outside with bath, circulating ice 
water, bed-head reading lamp and Servidor. 
Housekeeper on each floor. Garage facilities. 


2500 ROOMS $3.00 UP 


MORRISON HOTEL 


Madison and Clark Streets CHICAGO 














BOOT AND SHOE RECORDER 


TRADE MARK DIRECTORY 


THE LATEST AND MOS 


T COMPLETE DIRECTORY 


TRADE NAMES OF THE 
SHOE, LEATHER AND ALLIED 
INDUSTRIES PUBLISHED 


BOOT AND SHOE RECORDER 


PRICE $1.00 


239 West 39th Street, N. Y. C. 
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CLAWIFIED aAnp 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 


¥ ° ce 











SALESMEN WANTED 


SALESMEN WANTED 








New Mexico. 
shipments, etc. 


WANTED 


Salesmen to handle our line of stitchdown shoes on a strictly commission basis for the states 
of Iowa, Nebraska, Kansas, Minnesota, North and South Dakota, Colorado, Arizona and 
First letter give territory covered in detail, present connection, amount of 


Ramsey’s “They Cannot Rip” 347 Rider Ave., New York City 








LIVE an SALESMEN 
NTED 


that sell the aa retail trade; split 
eases factory direct—can be repaired,— 
high grade popular priced stitchdowns. 
Most territories open, Spring line ready 
December first, Strictly commission basis. 
Address C-695, care Boot & Shoe 
Recorder, 239 West 39th Street, 
New York, N. Y. 


VOLUME Salesmen wanted; men who have follow- 
ing with large operators to sell popular priced high 
grade stitchdowns that retail from $1.00 to $1.79. 
Strictly commission basis. Spring line ready De- 
cember first. Particularly, central middle west and 
coast territory. 

Address C-694, care Boot & Shoe 
Recorder, 239 West 39th Street, 

* New York, N. Y. 














Side Line Salesmen—About 36 numbers, fast sell- 
ing, high grade, popularly priced, can be repaired, 
children’s stitchdowns. To sell to good retail 
dealers. We are looking for salesmen now carrying 
non-conflicting jobbers’ lines. Strictly commission 
basis. Spring line ready December first. 


Address C-704, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 











‘ S or LINE INFANTS’ PREWELTS 
ax LABLE for men with established trade. 
Liberal Old 


commission 
house. Address C-592, care Boot & 

Shoe Recorder, 239 West 39th Str N 
York, N. Y. rational 





I me al WARsED who are —— 


in maki le and permanen 
nection. T LOUISIANA KENTUCKY 
AND TENNESSEE, N H AND SOUTH 
CAROLIN. IOWA ORD NEBRASKA, 
NORTHERN LIFORNIA, WASHING- 
TON AND ORRCON and ‘other desirable 
territories open. Our eS of fast selling high 
led are shoes pr to retail at $3.00, 
.00 an q Si 00 is Lee sold and well 
established, you are a live wire salesman 
with a real Teale to make money write - 
ving jaa A 5 es eT a nd age. Ad 
-S ne., 1330 ashi: n 
Ave., St. Louis, Mo. incten 





SALESMEN WANTED—Large Saint Louis 
wholesaler of Women’s In-Stock ane 
will | artes fast line of novelty shoes 
$2.00. one TEXAS, 
ioMA LOUISIANA, GEORGIA, IL- 
HIO, and id other pe territories 
Septiy commission proposition; can be 
Sentied as side line. This is real money making 
opportunity. When applying state road selling 
experience. Address C-688, care Boot & Shoe 
i 239 West 39th Street, New York, 








SALES MAN wanted to carry side line In- 
fants’ Prewelts. Reply with references. Ad- 
dress C-679, care Boot & Shoe oe 239 
West 39th Street, New York, N. 





SALESMEN—Profitable Sideline. On_ sstrict- 
ly commission basis to sell new complete line 
of women’s sport oxfords and sandals. In 
stock and make up. Some mid-west and eastern 
territory open. Give full particulars and refer- 
ence in first letter. DUN DEER SANDALS, 
INC., Auburn, N. Y. 





ANTED — Experienced salesmen to sell 

nationally known slipper line. Territories 
open, Montana, Wyoming, Utah, Minnesota, 
North and South Dakota, Texas, Oklahoma, 
Arkansas, So. Carolina, Virginia, Maryland. 
State full details on application. Address 
C-696, care Boot & Shoe Recorder, 239 West 
39th Stret, New York, N. Y. 


SALESMEN WANTED 





S ALESMEN WITH A SUCCESSFUL REC- 
ORD in selling Men’s Dress Shoes. To 
handle our $4.00 and $5.00 shoes in Ohio and 
Minnesota territories. Applicant’s letter should 
give age, experience and references. Address 
PORTAGE SHOE MANUFACTURING CO., 
Milwaukee, Wis. 


SALESMAN WANTED to carry line of me- 
dium Priced Brooklyn Turn Shoes. Strictly 
Commission basis. Very good opportunity for 
Right Man. Address C-701, care Boot & Shoe 





— 239 West 39th Street, New York, 





POSITION WANTED 


]’™ 30 YEARS of age with 12 years of shoe 
experience as a clerk, buyer and manager 
also traveling for past two years on the road. 
Possess one term of university training, special 
course in orthopedic training at the Scholl 
School in Chicago. Would gladly peoogt a 
position paying living wages. ARTHUR S. 
GAWLICK, 3618 Caniff Street, Detroit, Mick, 


ANAGER—For Store or Department Store. 

Nine years Chain Store. Can merchandise, 
assist trimming windows, etc. Good executive 
ability, 31 years old, married, energetic. Ad- 
dress C-702, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 


S REPRESENTATIVE of Ladies Shoe 

Line; connected over ten years with high 
grade manufacturer, excellent reference. New 
York connection preferred. Address C-698, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 


OUNG MAN, experienced in manufacturing, 
wholesaling, retailing and merchandising of 














. ladies’ McKays, also inside and outside selling, 


wants position with reputable firm. College train- 
ing; will furnish references and credentials. Ad- 
dress C-697, care Boot & Shoe Recorder 239 
West 39th Street, New York, N. Y. 


SALESMAN AVAILABLE — Man, 32 years 
old, experienced in Work Shoes, Men’s Dress 
Shoes and Rubber Footwear. Good following 
in Western New York. Am dissatisfied with 
present house. Address C-699, care Boot & 
wee a ale 239 West 39th Street, New 
ork, 


POSITION WANTED FEMALE—Bonkkeeper 

and credit manager—fourteen years’ experi- 
ence with wholesale shoe house recently liaui- 
dated. Salary secondary if opportunity for 
advancement is offered. Address C-703. care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 











Minimam charge 75 


cents. 


Classified advertisin 





CLASSIFIED ADVERTISING 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
For all other classified advertisements the rate is 7 cents per word. 
$1.25. When a box number is desired twelve words should be added for the address. 
word of the address should be counted. 
The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. 
is payable in advance. 
© Advertisements for this page must be in our New York office on Friday of the week preceding publication. “8 


RATES 


Minimum charge 
In all other cases each 
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FOR SALE 


WANTED TO PURCHASE 


MERCHANTS’ NEEDS 














PATENT FOR SALE 


Registered in United States Patent Office 
at Washington, D. C 

This article is now being used by many 
hundreds of our foremost retailers and 
department stores. Sells on sight, retails 
for Five Dollars. Other business inter- 
ests forces me to sell. This is an oppor- 
tunity. Will sacrifice. Not much money 


needed. 
H. C. LEWIS 
17 S. Howard St., Akron, Ohio 











FoR SALE — Beautiful sectional fixtures, 
green enamel trimmed in black, green car- 
pet, wicker chairs, wicker desk and chair, show 
case, wrapping counter and cash register, built- 
in-mirrors, make us an offer before Jan. Ist. 
SNYDER’S BOOTERIE, Champaign, III. 





FOR RENT 








FOR RENT 

Ground floor space for High Class Shoe De- 
partment for Women. Established ready-to- 
wear shop. Catering to the best trade, lo- 
cated one hundred per cent. Never carried 
shoes. Excellent opportunity for live wire 
concern who are financially responsible. No 
others considered. 


Apply 
Fields Inc., Huntington, W. Va. 














BUSINESS OPPORTUNITY 





SHOEMAN’S opportunity on 47th St. Will 
divide large beautiful store. Return windows 
—low rental. 54 W. 47th Street. 





SPACE WANTED 





WANTED—SPACE—in established store for 

orthopedic department. By foot expert, 25 
years’ experience. To feature own unusual 
foot appliances, ready made appliances and cor- 
rective shoes. Address C-700, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





WANTED TO PURCHASE 





WANTED—Men’s ladies’, boys’ and children’s 

shoes and slippers—factory rejects. Will 
pay cash if price is right. MAN. 
Rutherfordton, N. C. 





EXECUTIVE WANTED 





We will pay the best price for 

li tire stocks of shoes, 
weeerel » maschanaiee ‘e department 
stores. Leases assumed. 
Phone - Write - 
All matters strictly confidential. 

I. SIMON CO. 

101 Reade St., New York City 
Phone Worth 32-5922 Eset. 1880 














New Improved 


Pouy Cup 


for Price Tickets 


LTS AT ANY ANGLE 
"gs.00 Satisfeotion ‘qarinteed . 
a 
, COMPANY 
216 pd Ft Louis, Mo. 














We will buy from manufacturers, 
jobbers, and retailers, entire or 
surplus stocks of shoes. Our outlet 
enables us to handle large and 
small quantities. 

KIRSCH-BLACHER CO., INC. 
590 Broadway New York 

Phone CAnal 6-4298 and 4299. 


MERCHANTS’ NEEDS 

















MERCHANTS’ NEEDS 








Everything for Your Windows 
Futuristic Displays and 
Backgrounds 
Artificial Flowers, Vases, Window Fixtures, 
Paintings, Settings, Scenes, Velour Papers, 
Paper Borders, Ribbon Borders, Decorative Papers, 
Puffing, Foils, Flitters, Valances, Draping Material, 
Gr Mats. Send for Fancy Paper Booklet. Price 

Tickets. 
DAVE’S DISPLAY DECORATIONS 
118 West Broadway, New York 











XECUTIVES—If you are capable of earn- 

ing $5,000 or more, write us at once. Our 
personal and confidential service quickly 1o- 
cates suitable openings. If you can qualify 
for responsible position, write today for complete 
details. MURRAY E. HILL, 314 Commerce 
Building, Nashville, Tennessee. 





FOR LEASE 





PRINGFIELD, OHIO — Ladies’ Shoe and 

hosiery departments for immediate lease in 
oldest and most modern store in city. 100% 
location. Beautiful new fixtures. Popular 
riced as well as fine lines desired. Address 
ANCROFT’S, 36 and 38 E. Main Street. 





SHOE DEPARTMENT to lease, January first, 

percentage basis. Real opportunity. Write 
us for full particulars. WILLARDS, Mar- 
ltown, Iowa. 


Boot aND SHOE RECORDER 





The Healthy 
HEART BEAT 


of each shoe store 
depends upon the 
care and accuracy 
of its 


STOCK RECORD 


Neglect this, and you have too 
many hazard sizes accumulated— 
take on unnecessary numbers, re- 
sulting in profits and _ capital 
“freezing’’ on your shelves. 


THE RECORDER’S 
STOCK RECORD 
SYSTEM 


The Recorder’s Stock Record Sys- 
tem available in either book form 
or cards, helps you to be accurate, 
correct in your size-ups—to buy as 
you sell. 


PRICE $650 


Samples sent on request. 


Merchants Service Dept. 
BOOT & SHOE RECORDER 
1334 Republic Bldg. 
Chicago, IIl. 
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Modernistic 
Xmas Ticket 


will add color and attractive- 
ness to your Holiday trim. 



















Actual size—die cut. Red and 
green design, black figures, 
white background. 


6 dozen @ $1.05 
12 dozen @ 1.85 
24 dozen @ 3.25 


A Profit Chart free 
with 24 dozen order. 


(Samples on request) 


Check with order, please. 


Merchants Service Dept. 
Boot and Shoe Recorder 


209 South State Street 
Chicago Illinois 
























Employment Stabilization 


CoLuMBUs, OHI0—The Godman plan 
of stabilization of employment, which 
was worked rather successfully at the 
various units of the H. C. Godman Co., 
which operates 11 shoemaking units in 
Columbus and Lancaster, was ex- 
plained in detail by Fred A. Miller, 
president of the company, at a confer- 
ence of the National Association of 
Manufacturers in New York recently. 

According to Mr. Miller, the plan of 
operation has six cardinal points as 
follows: 

1.—Plant capacity is expressed in 
terms of hourly output upon a basis of 
full production. 

2.—Employee enrollment is main- 
tained upon a basis of full capacity 
production. 

38.—At the end of each week a fore- 
cast is announced of the hours of out- 
put for the following week. 

4.—The required number of hours of 
output are equally distributed over five 
days of the following week. 

5.—Announcement is made each Fri- 
day of the uniform starting and stop- 
ping time effective during the following 
week. 

6.—The assigned hours of operation 
are considered as a completed time unit 
with a definite starting time and a defi- 
nite closing time. 

Mr. Miller, in explaining the plan, 
emphasized the fact that it was started 
from the viewpoint of benefit to the 
business and upon a strictly business 
basis. He said: “The value of the 
plan from the social point of view, or 
as a contribution to the solution of the 
present problem of unemployment, came 
as a by-product of the operation of the 
plan, and was not in any sense its main 
purpose. In other words, the com- 
munity value of this method was an 
effect and not the motivating cause of 
the studies that terminated in the plan. 

“The operation of plan assures the 
employees of at least some wage in- 
come each week. The plan assures the 
employee of a constant basis for the 
division of work at all times, whether 
upon a schedule of full time operation 
or short hours. Perhaps the greatest 
social value of the plan may be found 
in the expression of the employees 
themselves to the effect that they would 
rather come to the factory each day for 
a three or four-hour operation because 
it provides daily assurance that they 
are still on the payroll.” 


Black Kid in Demand 


Kansas City, Mo.—Black kids in 
every type of shoe are the best sellers 
at the Jnoes store, according to Ben F. 
Smith, manager of the shoe department. 
While pumps are very popular ties are 
running well as second choice and 
straps are in third place. Browns are 
showing the next best volume after 
black and some greens are being sold 
but nothing like as many as brown. 

The Jones store has just completed a 
two days’ economy sale, with very good 
results, especially in the shoe depart- 
ment. 








NEW APPEAL TO THE BOY 





Following 
in Dad’s 
Footsteps 


Farner has bought Thayer McNeil shoes for 
years and knows the looks, comfort and wear in 
every pair. As for son, he is as proud as can be 
because he is old enough to go to the Men's Shop 
(often alone) and be treated just as father is! For 
Dad, No. x-5613, of genuine imported Scotch 
heather grain in black or the new bronze brown. 
Price $8.50. For Son, No. x-3515, styled ‘and 
finished exactly like Dad’s. Sizes 1-6. Price $6.00. 


Special ealue on men's imported English 
wool hose, Smart wanted mixtures. $1.00 





om 


THAYER McN elt 


The MEN'S SHOP 15 West Strett 
Boys’ shoes also sold at Cooter, Conwen and Weitessy 


A clever boy’s shoe selling idea used by 
Thayer McNeil of Boston. 











Cattle Hide Consumption Up 


New YorK—An increase in cattle 
hide leather consumption during the 
first nine months of this year against 
the same period last year is reflected 
in figures released by the New York 
Hide Exchange. The statistics show 
that the equivalent of 13,436,000 hides 
were consumed during the first nine 
months of 1931 or 4.4 per cent more 
than the same time last year. 

Coupled with the increase in con- 
sumption stocks of leather showed a 
noticeable drop. Stocks of cattle hide 
leather in all hands at the end of Sep- 
tember this year amounted to 6,898,000 
hides or 7.4 per cent below September, 
1930. 

A composite picture of visible stocks 
of raw cattle hide and finished leather 
in all hands at the end of September 
were equal to 10.2 months’ supply, 
whereas at the same time last year 
these stocks represented 11.3 months’ 


supply. 


New Children’s Store 


BRIDGEPORT, CONN.—Featuring chil- 
dren’s footwear exclusively, Rea W. 
Kramer has opened a shoe salon at 25 
Post Office Arcade Balcony. Miss Kra- 
mer was formerly with the children’s 
shoe department of R. H. Macy & Co., 
New York City. 

The shop is decorated in kinder- 
garten motif, and all stock is kept in 
a rear room. The atmosphere suggests 
a children’s playroom. Miss Kramer 
is seeking to reach a selected clientele 
and is using direct mail advertising 
with that goal in view. Letters are 
being sent to Bridgeport physicians 
calling their attention to the special 








health shoes carried by the shop. 


Black Leads in Milwaukee 


MILWAUKEE—W. P. Boll, of the 
Campbell-Boll Shoe Store finds that 
blacks are outselling browns about 
60-40, and that kid leather seems to be 
more popular than suede. Three and 
four eyelet ties were strongest during 
the past few months, with straps now 
becoming somewhat stronger. 

While they have experienced no 
appreciable increase in volume, yet Mr. 
Boll feels that conditions are “looking 
up a bit.” He, too, finds that there is 
still a demand for quality shoes. In 
fact, he conducted an interesting ex- 
perience which served to bear out his 
opinion. In an endeavor to find out 
what the reaction of his clientele would 
be, he placed several pairs of shoes 
that he was anxious to move into the 
window, marked considerably below his 
usual price range. This price attracted 
attention and served to bring customers 
into the store. However, they in- 
variably left with shoes which were 
selling at the regular price. 





Free Trips to Leipzig Fair 


NEw York—Free trips to the Leip- 
zig Trade Fair are offered to Ameri- 
can business men in all parts of the 
country. Since thousands of American 
buyers and exhibitors are in the habit 
of visiting the famous fair, the total 
cost of the trips will doubtless reach 
an impressive figure. The unique plan 
of stimulating American trade is taken 
as evidence of Germany’s confidence in 
the future, despite the present financial 
uncertainty. The expenses of the trip 
from the United States to Leipzig and 
return will be refunded on the basis of 
orders placed at the Fair and refund 
will be made in cash at Leipzig during 
the fair. The Leipzig Fair maintains 
19 offices and official representatives 
throughout the United States at any 
of which detailed information concern- 
ing the free trips abroad may be ob- 
tained. The fair will be held from 
March 6 to 12. 

Information concerning the free trips 
to the fair may be obtained by address- 
ing the Leipzig Trade Fair, Inc., 10 
East 40th Street, New York City. 





$1 for Old Shoes 


BEDFORD, IND.—Charity begins at 
home surely, in the opinion of S. W. 
Schwartz, local manager of the Rob- 
bin’s Shoe Store. To aid in the efforts 
of local welfare workers in their work 
for relief of poor, Mr. Schwartz staged 
a special sale of shoes, allowing $1 for 
every pair of old shoes brought to the 
store on the purchase of a new pair. 
He did business, too. The old shoes 
were given to the charitable organiza- 
tions of Bedford, where with the ex- 
penditure of a small sum more of them 
were made serviceable. The move re- 
sulted in aid for the poor and also the 
sale of new shoes to persons who prob- 
ably would have deferred their pur- 
chases until a much later date: 
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BUSINESS 


ILLINOIS—Chicago—Arnold Shoe Co. (711 N. 
Clark St. 
to Paul orso. 

INDIANA—English—Kenna A. Senn; boot), 
shoes, etc. ; reported sold out to L. W. Abramsoi:, 

LOUISIANA — New Orleans—J. Mustaiche 
(“Broadmoor Shoe Store’) (2622 S. Broad St.) ; 
boots, shoes, etc.; reported sold out to Leonce 
Prosperie. 

MASSACHUSETTS — Beverly — Daly’s Golden 
Rule Shoe Co. No. 2 (39 Park St.); manufac- 
turers; reported liquidating. 

MICHIGAN — Case City—I. Schoenmuller; 
boots, shoes, etc.; succeeded by Cass City De- 
partment Store. 

NEBRASKA—Scotts Bluffs—W. S. McLoud; 
boots, shoes, etc.; succeeded by B. F. Davis. 

NEW HAMPSHIRE—Raymond—Becker Bros. 
eee capital stock increased 
y 000. 


; boots and shoes; reported sold out 


CHANGES 


NEW JERSEY—Jersey City—Richard Hagopian 
(Dick) (124 Jackson Ave.) ; succeeded by Richard 
Shoe Store, Inc. 

Newark—De Mott & Ryerson, Inc.; 
shoes, etc.; inc. authorized capital $25,000. 

NEW YORK—New York City—Lewis Abram- 
son (200 Clinton St.) ; boots and shoes; reported 
selling or sold out. 

Arcade Booterie, Inc. (76 Clinton St.) ; boots 
and shoes; reported selling or sold out. 

Hoover Mfg. Co. and Sales Co.; boots, shoes, 
etc.; inc. authorized capital $50,000 


boots, 


Port Chester—Elias Tunick, Inc.; boots, shoes, 
etc.; recently incorporated. 
Richmond Hill—Melba Shoes, Inc. (115-20 


Liberty Ave.); boots and shoes; reported dis- 
continued. 

TEXAS — Brenham — Theo Folz (107 West 
Alamo St.); boots, shoes, etc.; reported liqui- 


dating. 





FAILURES, EMBARRASSMENTS, Etc. 


ARKANSAS — Brinkley — Adolph Goldberg; 
boots, shoes, etc.; reported petition in bank- 


ruptcy. 

Little Rock—Jack Fine’s Palais Royal Stores, 
Inc. (also branches) ; boots, shoes, etc.; reported 
petition in bankruptcy. 


CALIFORNIA—Los Angeles—J. H. Feinstein ; 
boots and shoes; reported assigned. 

Mair Waisberg (Army a Sporting Goods 
Store’’) ; boots, shoes, etc.; extension granted. 

Madera—The Toggery ; boots, shoes, ete.; re- 

vane peices in_bankruptc: 


City— Winifred “g" Hogan (Hogan’s 

Shoe Store); boots and shoes; reported petition 
in bankruptcy. 
Riverside—A. 


W. Barth (3766 Main St.) ; boots, 
shoes, etc.; reported assigned. 


CONNECTICUT—Bristol—Jacob Chodos, boots, 
shoes, ete.; reported petition in bankruptcy. 

Hartford—Sarah G n; ts and shoes; 
reported petition in bankruptcy. 


GEORGIA — Savannah — Universal Shoe Co. 
(Max Foster, Prop.) ; wholesale boots and shoes ; 
reported offerfng to compromise at 30 per cent. 


ILLINOIS—Chicago—Max Gottlieb (2054 W. 
Madison St.) ; boots and shoes; reported offering 
to compromise at 30 per cent, 


INDIANA — Evansville — Adolph Wintner 
(“Wintner’s Store”) (8 Northwest Third St.) ; 
pon shoes, etc.; reported petition in bank- 
ruptcy. 

Indianapolis— William Schwartz (2436 North- 
western Ave.) ; boots, shoes, etc.; reported peti- 
tion in hasnt y. 


KENTUCKY — Louisville — Peter Brown Muir 
(1025 s. 8th St.); boots, shoes, etc.; reported 
petition in bankruptcy. 


eee te Gemeente 
Czelusnich (20 Cottage St.) ; boots, shoes, 
reported petition in bankruptcy. 

re Maverhill—Arthur F. Hickey Shoe Co., Inc. 
( ee St.) ; manufacturers ; reported as- 
sign 

Worcester—George Weissblatt (76 Southgate 
St. =) 3 boots and shoes; reported petition in bank- 
ruptcy. 


MISSISSIPPI—Vieksburg—Scott & Rafferty: 

ts, shoes, etc.; reported petition in bank- 
ruptcy; reported offering to compromise at 25 
per cent. 

NEW JERSEY—Trenton—Rose Klein (‘‘Klein’s 
Shoe Stores”) ; boots, shoes, etc.; reported peti- 
tion in bankruptcy. 

NEW YORK—Babylon—Harry Edelman (74 
Deer Park Ave.); boots, shoes, etc.; reported 
petition in bankruptcy. 

Brooklyn—Mrs. Lillian Lehman (421 Flatbush 
Ave.) ; boots and shoes; reported called meeting 
of creditors. 

Triebitz & Handman (2022 86th St.) ; 
and shoes; reported assigned. 

Forest Hills—M. Sodickson (102-21 Metropoli- 
tan Ave.) ; boots and shoes; reported assigned. 

Kingston—Edward J. Fitzgerald (547 Broad- 
way); boots, shoes, etc.; reported petition in 
bankruptcy. 

Long Island City (Astoria)—Herbert Ratner 
(“Herbert’s Work Clothes Shop”) (82-08 Broad- 
way); boots, shoes, etc.; repo: assigned. 
New York City—Columbus Shoe Store, Inc. 
(504 Columbus Ave.) ; boots and shoes; reported 
petition in bankruptcy. 

Yonkers—Solomon Bros (15 Palisade Ave.) ; 
boots and shoes; reported called meeting of 
creditors. 

OHIO — Alliance — Bilodeau Company; boots, 
shoes, etc.; reported petition in bankruptcy. 

Toledo—Peter Perefan (706 Summit St.) ; 
boots, shoes, etc.; reported receiver appointed. 

Zanesville—Taylor A. Moore; boots, shoes, 
etc.; reported petition in bankruptcy. 

PENNSYLVANIA — Philadelphia — Brar Shoe 
Co.; wholesale ts and shoes; repo called 

meeting of creditors for Nov. 13. 

Williamsport—Singer Store Co. (341 Market 
t.); boots, shoes, etc.; reported petition in 


boots 


bankruptcy. 
TENNESSEE—Nashville—L. A. Bauman & 
n; boots, shoes, ete.; reported petition in 


bankruptey; reported receiver appointed. 

WISCONSIN—Milwaukee—Sam Goldin (‘‘Na- 
tional Family Shoe Store”) (3957 North Teutonia 
Ave.) ; and shoes; reported petition in 
bankruptcy. 








NEW SHOE STORES 


Columbia, 8S. C.—H. L. 
Woensocket, R. he Rovey —— Store, 286 


Main * 

Los Angeles, Cal.—East Side Bargain Store, 
4554 Whittier Blvd. 

Spokane, Wash.—A. L. Davis, 602 Main St. 

Independence, Mo.—David Henderson, 107 Lex- 
ington St. 

Salem, Mass.—Philco Shoe Corp., 242 Canal 
St. (Mfr.). 

Everett, Mass.—Otis Bros. Co. (Mfr.). 

Boston, Mass.—Goodman Shoe Co., 596 Atlantic 


Ave. oe). 
New York, N. Y.—Perfect Footwear Co., 38 


‘W. 22nd St. 
New York, N. Y.—Trooper Shoe Co., 847 


Rider Ave. 


New York, N. Y.—Reliable Economy Shoe 
Shoppes, 55 E. 167th St. 

New York, 
Sutter Ave. 


N. Y.—Morlife Shoe Shop, 599 
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South Bend, Ind.—Wilson & Swihart. 
Mt. Vernon, N. Y.—Goldie’s Cut Rate Store, 


ne. 
Chochowinty, N. co, D. Thomas, Inc. 
Laray, Va.—H. & H. Stores, Inc 

a York, N. * Y¥.—Smith’s bien, 251 Eighth 


‘New York, N. Y.—Fashion Shoe Shop, 8510 


18th Ave. 
‘Astoria, N. Y.—Jacob Schles, 28-21 Steinway. 
se Dunmore, Pa.—Race’s Store, 228 E. Drinker 


Mexico, N. Y¥.—Floyd W. Leepy (soo 
West Point, Neb.— John Vegitance a. 
Ra Wert, Ohio—Boston Store, 214 E. Main 


“indianapolis, Ind.—Goldstein Bros., Inc. (Base- 
ment Dept.). 
—— lll.—Pitney & Cline, Pomeroy Bldg. 

rphy, N. C.—Lahn’s Department Store, 
ony, Bldg. 
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~ FPre 
BUSINESS 
BAROMETEIR 


a 


* San Bernardino, Cal.—Daylight Department 
tore. 
c New York, N. Y.—Lido Shoe Specialties Mfg. 
orp. 
Brenham, Tex.—Henry’s Slipper Shop. 
Lubbock, Tex.—Geo. Finberg & Sons, Inc. 
Portland, Ore.—Harry Compton, Inc. 
Camden, N. J.—Bertman’s, Inc. 
Lake City, Mich.—Arthur Keelean. 
Portland, Ore.—Men’s Boot Shep, 322% Wash- 
ington St. 
New York, N. Y.—SA-HA-RAY Boot Shop, 
35 Maiden Lane 
Paintsville, 
(soon). 
Gentry, Mo.—Judd’s Store (soon). 
Beacon, N. Y.—Schuman Army & Navy Store. 
Waxahachie, Tex.—_W. B. Reymuller, Inc. 
Irvington, N. J.—Elby Shop, Inc. 
N. Y.—Boyd’s Stores, Inc. 
Wilmington, N. C.—Nell O’Neil Shoe Store, 
206 N. Front St. 
Racine, Wis.—Nerad & Reshan, Douglas Ave. 
Painesville, Ohio—Nobil Shoe Co., North Main 


St. 
Columbus, Ohio—Cosmopolitan Shoe Co., Broad 
Theater Bldg. 
Portland, Ore.—Goldstein & Co., Inc. 
Concord, N. C.—W. T. Grant Co. 
Vernon, Tex.—William Department Store. 
Yakima, Wash.—Dean Store. 
Flandreau, Gy Co. 
Winston-Salem, N — Wagoner & Co. 
Clayton, N. C.—J. G. Berbeur & Sons, Inc. 
Wilmington, Del.—Atlas ange Mfg. Co. 
Philadelphia, Pa.—Litivin, Inc 
Haywood, N. C.—Hudson’s Department Stores, 


Inc. 
Bonifay, Fla.—K. M. Schneider. 
Rolla, Va.—E. P. Hanger (soon). 
Coaperne, Wyo.—A. Kassis (soon). 
Leola, Ark.—H. G. Toler. 
Portsmouth, Va.—Cohen & Klein, 710 High St. 
Fort Wayne, Ind.—Shine Shoe Co., Calhoun and 
Main Sts. oa i). 
Paterson, N. J.—Leffertz, Inc. 
Beckwith, Cal. —Beckwith Merc. Co. 
a Detroit, Mich.—Tuxedo Shoe Stores, 1927 12th 


Kerby, Ore.—Harvey’s Store. 

Astoria, Ore.—E. W. McMindes, Inc. 

Portland, Ore.—Park Rose Shoe Shop, 2446 
Sandy Blvd. 

Ocean City, Wash.—L. Danford. 


Ky. —Dalton’s Department Store 












































































IN THIT 


A BUYING GUIDE TO 
OUR ADVERTIVERS 
sagt eee 





Wiswell-Treanor Shoe Mfg. Co., Cedar 
Grove, Wis. .occccceccsceccsccsevcoes oo. 54 


LEATHER AND OTHER MATERIALS 

















BOOTS AND SHOES 


Athletic Shoe Co., Chicago, Ill............. 56 

Bass, G. H., & Co., Wilton, Me............ 58 

Ben & Sally Theatrical Footwear, Inc., 
OW Ce SI o oe cecdcccecccacsesceses 5 


Blog Shoe Findings Co., New York City... 56 
Brooks Shoe Mfg. Co., Philadelphia, Pa.... 58 


Chase, W. S., & Sons, Haverhill, Mass...... 52 


Clapp, Edwin, & Sons, Inc., E. Weymouth, 
MEE. cccccece PTY TITITITITT ITIL TTT 5 


4 J. M., Shoe Co., South Braintree, 
BENDS cer csdeborcvebssdPoeveccobvivocces 60 


Devolder Bros., Boston, Mass............. 50 


Ebberts, John, Shoe Co., Buffalo, N. Y..... 60 
Edwards, J., & Co., Phila., Pa....... 4th Cover 
Evans, L. B., Sons Co., Wakefield, Mass... 52 


Ford, C. P., & Co., Rochester, N. Y........ 59 
Gilbert Shoe Co., Thiensville, Wis......... 54 
Green, Daniel, Co., Dolgeville, N. Y........ 57 
Gustin, M., Co., New York City........... 60 
Hill Bros. Co., Hudson, Mass.............- 10 


Horwitz, Vincent, Co., Inc., New York City 52 
Hoyt, F. M., Shoe Corp., Manchester, N. H. 52 


Ideal Baby Shoe Co., Danvers, Mass....... 54 
Juvenile Shoe Corp., Aurora, Mo.......... 49 
Kendall Shoe Co., Haverhill, Mass......... 56 
Killoran, W. M., Lynnfield, Mass.......... 56 


Laird, Schober & Co., Phila., P. 
Mishawaka Rubber & Woolen Mfg. Co., 
NNN ic canciones oukighwawsciséa 

Musebeck Shoe Co., Danville, Ill........... 5 

Morris, 5Dr., Shoe Co., New York City..... 33 
Miygaeat Bridge Shoemakers, Lynchburg, 
44- 


TOPO eee meee eee eeeeeeeeeeeeeeee 


Nettleton, A. E., Syracuse, N. Y........... 50 
Nunn, Bush & Weldon Shoe Co., Milwau- 
PENI 3 hos o4naxan eee hanbicssacsesae 25 
Old Colony Shoe Co., Brockton, Mass...... 50 
Packard, M. A., Co., Brockton, Mass...... 50 
Pontiac Shoe Mfg. Co., Pontiac, Ill........ 1 


Rice-O’Neil Shoe Co., St. Louis, Mo..2nd Cover 
Richards & Brennan Co., Randolph, Mass... 50 


Roth Shee Co., Phila., Pa......ccccccccccs 52 
Shaft-Pierce Shoe Co., Faribault, Minn..... 54 
Smith, J. P., Shoe Co., Inc., Chicago, Ill... 60 
Stacy-Adams Co., Brockton, Mass.......... 50 


Armstrong Cork Co., Lancaster, Pa........ 4 
Barrett & Co., Newark, N. J........ 3rd Cover 
Evans, John R., & Co., Camden, N. J....30-31 
Hubschman, E., & Sons, Phila., Pa...... oo 
Kepner, C. D., Leather Co., Boston, Mass... 35 
Levor, G., & Co., Inc., Gloversville, N. Y...2-3 
New Castle Leather Co., New York City... 43 
Ohio Leather Co., Girard, Ohio...Front Cover 


Surpass Leather Co., Philadelphia, Pa..... 6 


MACHINERY, LASTS, MFRS.’ SUPPLIES, 
DRESSINGS, ETC. 


Beckwith Mfg. Co., Boston, Mass......... 68 
Littleway Process Co., Boston, Mass....... 53 
Mears, Fred W., Heel Co., Inc............. 51 


Tubular Rivet & Stud Co., Boston, Mass... 67 

United Last Co., Boston, Mass........... 48 

United Shoe Machinery Corp., Boston, Mass. 57 
SHOE ACCESSORIES 

Miller, O. A., Treeing Miaehine Co., Brock- 


SOR; TOES. vccascensscspsaeweencess coves 
Narrow Fabric Co., Reading, Pa..... cooce BS 
Scholl Mfg. Co., Chicago, IIl........... weoelee 
Shoe Lace Co., Ltd., Providence, R. I...... 40 


Warner, W. W., Mfg. Co., Cincinnati, Ohio 61 
Williams Mfg. Co., Portsmouth, Ohio...... 58 


SHOE STORE EQUIPMENT 


American Seating Co., Chicago, IIl........ 59 
Dave’s Display Decorations, New York City 63 


Grand Rapids Store Equipment Co., ee: 
PES HMI Ses eSoecctcsssccnewedences 





Pollinger, M. D., Co., St. Louis, Mo...... o. 68 
Shoe Form Co., Auburn, N. Y...........++ 54 
MISCELLANEOUS 
Hotel Morrison, Chicago, Ill............... 61 
Hotel Paramount, New York City......... 61 
Hotel Times Square, New York City....... 59 
Kirsch-Blacher Co., New York City........ 63 
Simon, L., & Co., New York City.......... 63 
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Changes in Mears Heel Co. 


BostoN—The Merrimack Wood Heel 
Co. of Salem Depot, N. H., and the 
Conway Wood Heel Co. of Conway, 
N. H., for years affiliated with the 
Mears Heel Co., have been consolidated 
with it and will operate under the 
name F. W. Mears Heel Co. in the 
future. These plants will continue in 
operation exactly as in the past, the 
change being one of name only. 

It is understood that these companies 
are passing through their most success- 
ful year. 


K & D Bootery in New Store 


ARNOLDS PARK, IowA—The K & D 
Bootery at Spencer Iowa, opened a new 
store Friday, Nov. 6, after a period of 
more than five months spent in tempo- 
rary quarters in the rear of a cloth- 
ing store. 

When the $2, 000,000 conflagration 
swept Spencer on the afternoon of June 
27, destroying four and one-half busi- 
ness blocks, the K. & D Bootery was 
one of the first stores to be totally de- 
stroyed. Eighty-odd business places 
and apartments were a total loss. 

The new store is as large as any in 
northwest Iowa, and one of the finest 
in the mid-West. It occupies a space 
of 142 feet long by 25 feet wide, pro- 
viding adequate office room, the show- 
room, the shoe repair department. All 
fixtures and furnishings are of the 
newest design of inlaid mahogany. 

Popular priced shoes are featured. 
The store carries a complete stock of 
Gordon hosiery. The new stock and 
fixtures are estimated at about $20,- 
000. 

E. E. Davis, one of the»founders of 
the company in 1919, is owner and 
proprietor. W. E. Carpenter, former- 
ly with the Hamilton-Brown shoe com- 
pany, is head salesman. 


Big Charity Order 


MILWAUKEE, WIs.—Welfare_ work- 
ers in Milwaukee, Wis., were recently 
called upon to supply a pair of shoes 
for a young man 20 years old, who 
wears size 18%D. He is more than 
6 feet and a half in height. Since no 
shoe store in the city carried such an 
unusual size shoe, it was necessary to 
have a pair made. The shoes weigh 
about 3 pounds each and are 16% 
inches long and 5 inches across. 
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Where Convenience Counts ~~ = 


Boys’ shoes equipped with lacing hooks are 
much easier to lace and unlace . . . The child 
can be taught to care for his own shoes much 
younger, and parents will be glad to know of 
the advantages which lacing hooks give. Lacing 
hooks are comfortable, practical, and allow a 


snug ankle fit. 


TUBULAR RIVET & STUD COMPANY 


United Shoe Machinery Corporation, Selling Agents 
140 FEDERAL STREET -:- BOSTON, MASSACHUSETTS 


Lacinc Hooks 
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FLYING A’ PLANE on“ 
SHOE > >THE OPERATION MUST BE 


sesioronanatealli AND FOOL - PROOF 


NUNN) Wl Mm l Vulco-Unit Box Toes have proven worthy of 
5 | confidence over a long period of time. Scienti- 
fically constructed to meet every exacting require- 
ment, operators everywhere, know they can de- 
pend on Vulco-Unit Box Toes to produce the 
best results. 

Happy Landing or Perfect Box Toes — the oper- 
FEET ation must be speedy and foolproof. 

BOX TOE Vulco-Unit Box Toes are Both. 


BECRWITH + MFG + COMPANY 


STATLER BUILDING ... BOSTON, MASS. 





THE | VUL Bee IT 
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IN THE JOINT STYLE CONFERENCE : 
AT THE HOTEL ASTOR... IN THE : 
NATIONAL SEASONAL OPENING : 
AND STYLE SHOW AT THE HOTEL , 
COMMODORE . . . AMONG FORE- M 
MOST MANUFACTURERS AND 
STORES . . . ON SMARTEST AVE- 
NUES ... ECRE KID HAS PROVED 
ITS OVERWHELMING PRECEDENCE 
FOR SPRING. 


The new colors created for high style 
leadership in the Spring and Palm Beach 
showings have taken the market by storm. 
It is the only really new leather, an out- 
standing success, and protected in the 
higher quality ranges. 


Every store that sells feminine footwear in i 
price grades above $8.50 should be pre- Ee 
pared for the Spring wave of popularity x 
predicted by shoe style authorities for ; 
ECRE. : e 
If you have not seen swatches of the 
leather, ask for them... and, in any event, 
notify your favorite manufacturers now 
that you are interested in their latest ECRE 
models for Spring. 


BARRETT & COMPANY 


“Art in Leather” 


NEWARK, NEW JERSEY : 
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J. me hwalaels & ‘om 314-322 N. Twelfth St., Philadelphia, Pa. 





THESE FIVE 
STOCK SHOES 


Blucher Oxford Welt 


Hula Eric Vamp and Quarter. Indies Eric 
Tip and Fox. ull Leather Vamp, Double 
Tip. 11-8 Leather Heel. 42 Last 
5971 AAA4-8 AA toC3',-8 $4.00 


Patent Seamless Pump Turn 
French Bound. 13-8 Covered Heel. 23 Last 
5573 AAA 4-8 AA toC 34-8 $3.60 


are typical of the great 
diversity of the Edwards 
In-Stock line for Fall and 
Winter. Lasts, patterns, 
materials, sizes and widths 
are all available instantly, 
to meet any demand which 
may be made on the mer- 
chant. 


White Buck Blucher Welt 


1632 2-6 CtoE 
2632 54-8 BtoE 
3632 8Y-12 BtoD 

White Buck Blucher Oxford Welt 
2754 54-8 BtoE $2.40 
3754 8-12 BtoD 2.85 


Foxed Blucher Oxford Welt 
Light Brown Elk Vamp and Quarter. Brown 
Genuine Shark Tip and Fox. Full Leather 
amp. Double Tip 
3775 = 8Y%-12 BtoD $2.60 
4775 12Y%-3 AtoD 3.25 


Buckle Laura French Bound Turn 
Patent with Patent and Gun Metal Kid Strap. 
11-8 Leather Heel 20 Last 
5585 AAA 4-8 AA toC 34-8 $3.75 


J. meh elaek G Co., 314-322 N. Twelfth St., Philadelphia, Pa. 
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